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Beginning February 5 





Brown I.R.D. regional meetings will 
spotlight profit and growth opportunities 
in children’s and teen-age shoes 


“Children Build Your Business” is theme for discussion 


at five Brown Independent Retailer Division sessions 


This is just one of the many ways independ- 
ent retailers benefit from the Brown I.R.D. 
program. 

If you'd like to know more about the volume 


Vital topic at five big Brown I.R.D. retailer 
meetings, and a key question for every shoe- 
man with an eye on the future: how can you 
capitalize fully on the growth opportunities 


just ahead in children’s shoes. 

Informative workshop discussions at each of 
the gatherings will be keyed to merchandising 
and promotion in the children’s and teen-age 
shoe market, plus sales and service. There will 
also be time during the workshops for question- 


and profit building help available to every 
Brown I.R.D. retailer, and are interested in at- 
tending one of these five regional meetings, 
write, phone, or wire Mr. J. R. Johnston, 
Brown Independent Retailers Division, Brown 
Shoe Company, St. Louis 5, Missouri. 


and-answer sessions on other important topics. 


Meeting dates and places 





Keynote speaker at each 
meeting is Mr. Joseph E 
Burger, Public Relations 
Director, H. V. Nootbaar 
and Company, Pasadena, 
California. Mr. Burger is 
a noted speaker and out- 
standing businessman with 
wide experience in his 
field. You'll find his talk 
inspiring, informative, and 
challenging 


ciTy DATE HOTEL 





St. Louis, Mo Feb. 5-6 Statler-Hilton 





Minneapolis, Minn Feb. 12-13 Leamington Hotel 





Dallas, Texas Feb. 19-20 Statler-Hilton 


New York, N. Y 





Feb. 26 Hote! Roosevelt 





- 


Pittsburgh, Penn Mar. 5-6 Penn-Sheraton Hotel 











BROWN 


SHOE COMPANY 


BROWN SHOE 


Makers of: Air Step » Buster Brown « Galaxies « Glamour Debs « Life Stride « Miss America « Naturalizer « Official Boy Scout Shoes 


COMPANY 


St. Louis, Missouri 
Official Girl Scout Shoes « Pedwin « Propr-Bilt « Risqué« Robin Hood « Robinette « Roblee « Smartaire 





The 
new 


OUTLOOK ...a 


unlined tailored shoe 
on the Allure last with 
square toe and stacked 


heel... done in 


Jilbsehanans 


+3308 Bone...may be 
had in all Hubschman colours 


. by Dixon-Bartlett Company, 


Baltimore 24, Maryland 


—E. HUBSCHMAN & SONS, DIVISION OF GERA CORPORATION, PHILADELPHIA 23 « FASHION OFFICE: 261 FIFTH AVENUE, NEW YORK 16 





choose 
any 
Style... 





That's one of the real satisfactions of being a MASSAGIC. Dealer 
and it’s one of the big, basic benefits that MASSAGIC national 
advertising keeps telling and selling to the millions of men 

who make up the MASSAGIC market. WEYENBERG and 
MASSAGIC offer a really comprehensive line of look-ahead 


} your customers can choose—and the 


omfort is right there, in every 


MASSAGI( alers can put this profitable point 
across, with clear, fast, sharp-focused tie-in material! 
Phey will blend their windows, in-store displays, 
newspaper advertising, and direct mailings into 

this important theme, to be expressed in the pages of 
LIFE Magazine, ESQUIRE, HOLIDAY and 
SPORTS ILLUSTRATED during the Spring 


and the Summer selling season, 


Write for complete information. 


Silk Label Series. Model 2210-9 
sy > 04 : Imported Black or Brown Calfskin 

of Feetaal f ” / ZC Pp 
at Reta / : ) to $23.95. \ Moccasin Toe, 3-Eye Tie Blucher 


g § The FASHION 
Silk Label Series. Model 271-1. 
=e he sy: Pin-Tuk Moccasin Toe Blucher 
oo we Colne ‘ in Dark Olive, Block or 
rown impor olfskin. : Brown Calfskin 
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FREEMAN gives you the key 


to greater profits—the dynamic “Key Moderns” 
SP aledeotelotesemset- 0-1 300m: ma. s-baucbwelel me) at_selel-t- me bet-ia-1- eae) ar-! 
pair- Another leadership line of footwear by Freeman— 
backed, of course, by the complete Advertising Service that 
establishes (and holds!) local leadership for Freeman Dealers. 

This is the widest-range Service in the entire field of 

men’s shoe retailing. Isn't that what you need... NOW? 





Write for further information on the “Key Moderns” 


pebaedestelelebeme: Sele Mee bets basis acl -best: Sem ebets) 


BEAR FACTS 


KFY 
MODERNS 
by Premman 


od 


S Wwe, @ 
= or ef 
work ot piny, wie ut the 


61 FREEMAN SHO 


Boot and Shoe Recorder 








reasons 
why 
mothers 
insist on 
leather 


with complete comfort and protection! Keep young feet moving happily and growing 
heaithfully .. . put them in all-leather shoes. Only leather shoes provide the firm support 
so vital during your child's formative years . . . plus the supple flexibility that frees the 
toes, hugs the heels and gives young feet the greatest run for your money. Prepare 
your children to stand on their own feet, comfortably, all their lives . . . insist on shoes 
with leather uppers and leather soles. Your local shoe retailer will fit them expertly. 


Children’s Bureau—Leather Industries of America 


LIA MOVES CHILDREN’S SHOES FOR YOU! 


The advertisement above will appear in March Parents’ Magazine — to help move 
your children’s shoes in double-time this Spring! 





Powerful LIA publicity will appear in your local newspapers, on television, radio — 
reaching and convincing your customers. 


Free point-of-sale stoppers will attract traffic, bring it in—sell it! 
Write to: LEATHER INDUSTRIES OF AMERICA, 4Il Fifth Avenue, New York 16, N. Y. 
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In This Issue... 
Where Do We Go from Easter? .............. 24 


It’s too early to promote white up north but just right for 
spring colors and opened up patterns. 


What's in a Shoe and How fo Sell It: 
The Cement Shoe Process .............. 26 


The cement shoe is the most popular today because of its light 
weight, flexibility, versatile styling and moderate cost. 


What Retailers Think About Shoe Shows ...... 28 


Retailers tell why they attend shoe shows, what they like 
about them and how they think they could be improved. 


What the Leather Lines Are Offering for Fall .. 32 


Colors, surfaces, tannages in the fall leather lines. A report 
continued from the January 15 issue. 


He Built a Business on Wooden Soled Shoes .... 36 


A specialty line developed during the depression of the 1930s 
has become a standard part of the local scene in Portland, Ore. 


Departments... 


About Shoe People 
Baker Reporting from Washington 7 
mber 10 Publisher's Column 
Retail Merchandising 
Retail Openings 
Retail Trade Report 
Salesmen and Suppliers 
Salesmen on the Road 
Letters Shoe Shows 
Manufacturing Report Voice of the Trade 
Pattern Portrait What's New 


Coming February 15... 


How Big Are the Markets? .. . a Survey 


Existing data on per capita shoe production are inadequate 
because of inaccurate information on the size of the market 
for the various categories of shoes—-men’s, women’s, misses’, 
etc. The N.S.M.A. and the RECORDER together are conduct- 
ing a survey to provide the necessary data for measuring these 
markets. One of the most important research projects ever 
conducted in the industry. 
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Streets shine, cars splash, drops drip, gutters gurgle 


and puddles wait to be walked in. On the sunny side 


it’s a beautiful day. On the sunny side of profit 


of seven... 
... it’s always a Blue Star day, with prestige quality to protect 


your reputation and popular prices to produce more sales. 


$5-$6-$87 SHOES ~ in stock —same day service 


Blue Star Shoes, Inc., Manufacturers « 5 Franklin Street, Lawrence, Mass. 


Like the sales 


and profits 


of smart dealers 
who stock 
and se// 


FLEEF-AIR” 


SHOES FOR CHILDREN 
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@ There is more interest this year in shoe labeling in Wash- 
ington but this doesn’t mean a law will be passed. 


@ Median family incomes rose 80 per cent from 
1947 to 1959. Families earning over %10,000 
a year increased to 12 per cent. 


® Federal antitrust activities will increase. with 
new legislation, increased Justice Dept. power 
and broader administration action. 


GEORGE H. BAKER 


Baker Reporting from WASHIN GTON 





Shoe labeling is stirring up much more interest in Washington this 
year than it did in 1960. This doesn’t mean that we'll get a labeling law 
in 1961. But it does mean that those who want a labeling law are finding 
it easier going this year. The Kennedy Administration's “everything-for- 
the-consumer” attitude is a warm and fertile breeding ground for legisla- 
tion such as labeling 

Rep. Edwin R. Durno (Oregon Republican) is backing a labeling bill 
similar to that sponsored in 1960 by Rep. Charles O. Porter, who lost out 
in the 1960 elections to Mr. Durno. Mr. Durno, like Mr. Porter, has no 
deep feelings on shoe labeling one way or the other. He is backing a 
labeling law chiefly as a courtesy to Wilbur Gardner, the Medford (Oregon) 
shoe rebuilder who believes fervently in labeling. 

At the Federal Trade Commission, lawyers are putting the finishing 
touches on a new report on consumer attitudes toward shoes. FTC investi- 
gators interviewed about 100 consumers, chosen at random, during the 
closing months of 1960. Each was asked a number of carefully-prepared 
questions relating to shoes, the materials in them, and whether or not the 
purchaser felt there was any deception involved in the manufacture or 
sale of the shoes he bought. 

The results are now being tabulated by FTC staff lawyers for the 
inspection of the five FTC commissioners. Eventually, if Rep. Durno and 
other members of the Congress press for public hearings on the question 
of labeling, the results of the FTC survey may be exposed to public 
inspection. 

The FTC lawyers concede that it is not easy to evaluate the public’s 
responses to its questions. One citizen may claim he was misled in buying 
a certain shoe; another may insist the shoe he bought was exactly what 
he expected it to be. Who’s right in such a case—the purchaser or the 
manufacturer? The FTC lawyers are frank to say they don’t know. 

The FTC has taken certain manufacturers into its confidence in evalu- 
ating the shoe questionnaires. As a result, the final FTC staff report on 
shoes should reflect not only the attitude of the government lawyers but 
also of some expert counsel drawn from manufacturers and from the staff 
on the National Shoe Manufacturers’ Association. 


The Census Bureau reports that average annual income for America’s 
families and individuals climbed to all-time record levels in the 12 years 
from 1947 to 1959. 

Median family income during the period rose 80 per cent, from $3,000 
to $5,400. Although much of this increase was due to inflationary trends, 
the Bureau says there was a “substantial increase” of real purchasing 
power—averaging about $120 a year. 

The Census survey showed that two out of five U. S. families had 
incomes in the $5,000 to $10,000 range. The number of families earning 
less than $3,000 a year dropped from 49 per cent in 1947 to 23 per cent 
in 1959. 

Families earning over $10,000 a year increased from 3 per cent to 
12 per cent in the 12-year period. 
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@ Rep. Durneo is much concerned about imports 
and may join with other congressmen to slow 


Report from down shoe imports. 
@ The new Secretary of Commerce will intensify 


WASHIN GTON the drive to increase U. S. exports and travel 


by foreigners in this country. 





The “get tough” policy of government antitrusters in 1960 will get 
even tougher in 1961. 

Federal antitrust activities will be given sharper teeth under the new 
Kennedy Administration. Business will feel the bite of these teeth in the 
form of new legislation, growing Justice Dept. powers, and broader admin- 


istration action. 
In the legislative field, a number of antitrust bills to shackle industry 
operation will be aired in Congress. One measure, backed by the Justice 


Dept., would require advance notice to federal agencies of corporation 
mergers. Another would give the Justice Dept. power to seize industry 
records on suspicion of antitrust violation. Still another bill would require 
public hearings on price and wage increases which appeur to threaten 
the nation’s economy. 


Rep. Durno tells the Boot AND SHOE RECORDER he considers the 
problem of imports generally to be one of the most serious problems 
facing this year’s session of Congress. Mr. Durno’s district is in the south- 
west part of Oregon, where logging and lumbering are the lifeblood of the 
economy. About three-fourths of all U. S. plywood comes from Oregon. 

Imports of plywood from Japan have caused widespread unemployment 
and distress among merchants in his district, and the problem is getting 
worse, not better. Mr. Durno plans to back some kind of legislation to 
slow down plywood imports—either higher tariffs or quotas. 

“The Japanese can load Oregon logs at Coos Bay, take them to Japan 
and make them into plywood, bring the plywood back to our West Coast 
and sell it for far less than our people can,” he states. “This has caused 
terrible distress in my district. I am going to do everything I can to stop 
it or slow it down.” 

Mr. Durno says he is also keeping an eye on shoe imports. He is well 
aware of the tremendous rise in the volume of imported shoes in recent 
years, and is well able to quote statistics from memory, thus demonstrating 
his genuine concern with the problem of imports. However, he has no 
immediate plans for sponsoring legislation to slow down shoe imports. 

His first concern is with the plywood situation. Later he may join with 
other congressmen to slow down shoe imports. It depends to a large extent 
on how much success he meets with in regard to imported plywood. If he 
can convince his colleagues that imported plywood is a real threat on the 
West Coast and must be restricted, he will then be prepared to help other 
industries obtain relief. Plywood is the key. If he succeeds there, shoe 
manufacturers can look to him to put up a real battle against their foreign 
competition. 


The drive to boost U. S. exports will be intensified by Luther H. 
Hodges, the new Secretary of Commerce. He believes the U. S. should 
“redouble its efforts toward international trade.” 

Redoubling, Hodges says, should come via export expansion and more 
tourism in the U. S. by foreigners. 

Foreign sales of U. S. goods and visits to this country by foreigners 
both help to bring back American dollars and reduce the deficit in America’s 
international accounts. 

But the emphasis will be on exports. “The chief thing,” Hodges says, 
“will be the matter of international trade.” 
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promotion helps 


New TV spots 
(20 and 60 second) 
Variety of radio spots 
Newspaper mat ads in 
various sizes 
New birthday cards 
New gift bank card 
[] New home size-check card 
j *-5 ¥ CE * ag Ly id oO : : f 
Most busine prognosticators agree that the turn for Colored reminder card 
the better in our economy will be felt in the last 
months of 1961. 
This is prompted by the belief that the new ad- | Spring invitation card 
ministration will step up public spending to a [ Price tickets 
point that must bring an upturn in the lagging ‘ 
economy. Displays 
-There’s an excellent chance that the effect of the 
greater expenditures will be felt before the middle 
of the year. In fact, some of the more optimistic Masonite display plaque 
. 5 . > ’ . . g é a ats ae 7 a eo v e > * e > 
pee are - oo a substantial recovery C) Parents’ national ad in 
wi ae in the second quarter. oe full color on easel card 
Here’s the nub . . . some of the findings of the 
fourteen nationally known economists who partic- 
ipated in the Nationa] Industrial Conference Board's Electric sign 
Economic Forum .. . applicable to soft goods: : [ Electric clock 
Consumer nondurables: Anticipation of new record 
high levels. with the principal increases among non- 
food items. Generally, it will be a good year for sell- 
ing the consumer everything except durable goods. 
Retail trade: Purchasing ability of consumers will [} March of comics 
not be impaired. Consumer income will perhaps ") Activity books 
decline a bit in the first quarter and also in the 
second. Thereafter, it is likely to go up somewhat 
and to end the year on a plus basis. There are 
some wage advances in prospect; but perhaps fewer (} Pencils, rulers 


than in 1960. 

Reiterating . . . this will be a middle year; not a , 

boom, but not a year of great recession or contraction. your new 61 
—If we increase the degree of our own effort just a 

bit, we can perhaps activate and accelerate the im- 

provement so that it takes effect long before the 

economists predict. 





Sales record card 


Plastic display plaque 


[] Showcase decal 


} Animated bunny display 


Give-aways 








[} Lollypops, balloons, rings, 
plastic banks 














catalog for full particulars, 


or wire, write or phone us... 


€. B. lartns Qh, VAISEY-BRISTOL SHOE CO., INC. /ge 


: Monett, Missouri 
Publisher 
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¢ Dates to Remember 


MAJOR MARKETS ... 
Advance Fall Shoe Market Week, New En- 


gland Shoe ond Leather Assn Hotels 
tatier Hilton ond Sheraton Piaza, Boston 


April 3-6 
Shoe Market of America, t. Low Shoe 


Monufacturers Hotels Sheraton-JeHer 
son, Statler H ‘ton. Lennox and Park Plaza 
and St. Louis Merchandise Mart, St >u 
April 9-12 
Popular Price Shoe Show of America, New 
Englond Shoe ond Leather Assn. and No 
tional Assn. of Shoe Chain Stores. Shera 
ton-Atiantic and New Yorker Hotels, New 
York April 30-May 4 


Allied Shoe Products Show, Spring Summer 
& Tre ; 


962, New Yor je Show Bidg. New 





Shoe Fabric Show, 
tional Shoe Fabr 
New York 

Leather Show, Spring S 
Coun of Americ 
New York 

National Shoe Fair, No 
turers Assn Nationa 
and Miami Beach 
taineblec Barcelona 


Motels Mior Beach ‘ 


... AND KEEP IN MIND 


Pennsylvania Shoe Travelers’ Assn inc 

Summer Shoe Show Hotels Pe Pie re 
and Carlton House Plitsburgh Fet 
Midwest Shoe Travelers’ Assn, Summer Shoe 

Show, Paimer House, Chicago... Feb. 26-Marc? 
Designers Shoe Guild, Advance Fo nes 

how New York 
an 


Week Feb. ? 


4? 


ngs. members 


Tanners’ Council of America. Sorina ng 
Ro Raton © " 2 Ratner 


» = al iow W 


Pacific Northwest Shoe Travelers, inc 
—_ ch far ‘ 


ad tewnrt Mote ent 


Iindiona Shoe Travalers’ Assn... Inc 

Designers Shoe Guild er 
bers’ showrooms. New York "s 

Factory Management Institute. Not 
Manufacture Asin Nethe 


Hote ac lan 


The CLINIC line mach Americ Pepe Meneaemart Sa 


nd Shee Morufecturers Ate 
~iacinnati. Apr 


is complete! Pres Bina Mange Seger 
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heraton Hote! Detr 


With CLINICS, you can give young women in Northwest Shoe Trovelers 
° . ° ; West ¢ Sh Travelers’ A iat 
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ferred styles. And . . . you can depend on our Ohio Shoe Travelers Club : 


A ou 





“In stock” service to keep your CLINIC stocks Mountain States Shoe Travelers Assn. Fo 
ket A» bint Nae 


Ae mM 
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completely sized and styled! 
Southeastern Shoe Travelers 


Nin . Piar dotels 


a. Pe hiree 1 tle 


Atlant . 0.M 


New York Boot and Shoe Travelers Ass 
ft vy bet Neat member howr a 

New York Apr! 30M 

Southwestern Shoe Travelers Assn Inc Fo 


Adole Sater 


Boston Shoe Travelers’ Assn. Fo 
Porke 4 ‘ Sastan 


Hote ° / 


Michigan Shoe Trovelers Club 7 

ao ee ahs 
Accounting and Office Management Clinic 
Pennsylvania Shoe Travelers’ Assn 


tan i ca ‘ 


Merchandising Clinic, N 
lacturerc Mace Céndta 


FOREIGN ... 


italian Nationo! Footwear Fashion Show 
p £ «+ Re ~ 


, 








raliarzzo de r ’ o 79d oly 
: Footwear Components, Exhibition, Was! 
| > SHOEMAKERS , f Hotel, London. England 
ORPORATION OF AMERICA International Footwear Show, Not 
C ; b Mar 


y 


Boot and Shoe Recorder 





by JOHN REILLY 


Editorial 





Prosress ... and Labeling 


AST month, Representative Edwin R. Durno, Re- 
publican of Oregon, called upon BOOT AND SHOE 
RECORDER for a complete file of the articles and 

editorial material it has run on shoe labeling. Durno, 
who is a retired medical doctor, succeeded Charles O. 
Porter as representative from the 14th Congressional 
District of Oregon. 


Porter's Bill 

Ex-representative Porter, at the persistent instiga- 
tion of Wilbur Gardner, Medford, Oregon, shoemaker, 
introduced a loosely drawn bill in the 86th Session of 
Congress which called for compulsory shoe labeling. 
Porter's bill received little support and failed to get 
out of Committee. Actually the only hearing it did 
receive was a brief 15 minutes at the end of a hearing 
on a The hearing was held 
before the House Commerce Sub-Committee last June 8. 

Representative Durno is expected to back a labeling 
bill, but its exact nature and the extent of his enthusi- 
asm for such a measure are a matter of conjecture. 

300T AND SHOE RECORDER has forwarded a complete 
file of tear sheets of material published on Porter's 
bill, and the FTC investigation it inspired, to Repre- 
sentative Durno. The material in this file goes back 
to October 15, 1958, and presents, we believe, the in- 


hardwood labeling bill. 


dustry’s stand on this unnecessary and costly legisla- 
tion. We hope that the Oregon representative's atti- 
tude toward labeling will be influenced by the case this 
file presents. 


Unnecessary and Impractical 
Briefly stated, the RECORDER'S stand has been: 
labeling is completely the 
consumer knows what he is getting in shoes and is 
satisfied with their quality and the performance values 
them. We have taken the position that 
labeling of all the components in shoes is completely 


that 


shoe unnecessary because 


he receives in 


impractical, would be of no benefit to the consumer 
and would add materially to the cost of shoes. This 
we have held to be true for the types and constructions 
of shoes which have been sold for the last decade. But 
the revolutionary developments which have been made 
the past and their 
variety, make shoe labeling even more impractical. 

This is as true of leather finishes as it 
materials. 


in shoe materials in year, wide 
is of man- 
Finishes have been developed 
practically abrasion-proof and 
a wiping with a dry cloth to 
These finishes are products of 
and are additives to leather. 


made shoe 

which make 
which require merely 
maintain their shine. 
a chemical laboratory 


leathers 
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Would their chemical content have to be listed on a tag? 

Dozens of new materials and improvements of exist- 
ing materials emerged from the during 
this memorable year. Man-made materials with many 
of the characteristics of leather, some with 
qualities, were introduced. Nylon suedes, for example, 
with the look and feel of with wearing 
qualities and which are easily washed, instant 


laboratories 
superior 
buck, better 
won 
acceptance by the consumer. 

From the chemical 
materials which are practically wear, 
and methods of impregnating sole leather which vastly 
improve its wearing qualities. 

Would a labeling act require our manufacturers to 
spell out the chemical content of each of these many 
new materials, a dozen of which might be used in the 
same shoe? 


have 
impervious to 


laboratories come soling 


Industry Progress 
The which has 
years in developing shoe components for specific pur- 


progress been made during recent 
poses and constantly improved technology have enabled 
the industry to bring thoroughly satisfactory shoes to 
Despite 


is producing the variety and 


consumers at prices they can afford to pay. 
inflation, the industry 
types of footwear consumers want at prices that com- 
pare most favorably with those of a decade ago. This 
cannot be said of most consumer goods industries. 

If we were forced to 
with which we made shoes ten years ago, the consum- 
er’s shoe bill would be substantially higher. 

The clamor for labeling is 
erroneous assumption that consumers do not know the 
content of the shoes they buy. This assumption ignores 
the fact that we changing world 
and that the look the same 
materials in today’s shoes that he found in the shoes 


vork with only the materials 


shoe predicated on an 


are living in a 


consumer does not for 
he wore ten years ago. Shoes today are radically dif- 
ferent the shoes 1951. The 
shoes they will wear in 1971 will be quite different 
Neither 
And every 

progress 


from consumers wore in 


from those they are wearing today. can be 
judged by the standards of ten years ago. 
change in and that 
will bring makes the labeling of shoes an even more 
impractical and complex job. 

American industry is on the threshold of an era of 
Science, Research and Development. The shoe industry 
must keep pace. This means constant change. Every 
change in technology, every new material the industry 
adopts makes the whole concept of shoe labeling more 
unrealistic and impractical. 


materials construction 
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One year old... 
and the hottest news in Shoe Polish 


= 12 months sales report in the Ohio test market: In over 
8400 stores handling, consumer sales in dollars equals 
all other shoe polish brands combined! # Now in full national 
distribution, with—Biggest advertising campaign in shoe polish 
history— Double profit story—Free display rack! = Johnson’s 


Shoe Polishes—14 colors including white and neutral. & 
JOHNSON'S 7 WAX 
For the whole story, see your Johnson’s Wax representative or your wholesaler salesman. ie 
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Endicott Johnson Finds Friendship Still Counts 


EJ’s workers and their neighbors 
in New York State’s Triple Cities 
got the credit when the company 
management defeated Glen Alden 
Corp.'s bid for control. Now the 
company is pushing ahead with 


its rejuvenation plans. 


ENDICOTT JOHNSON Corp. 
has been called a “sleeping giant.” 
Its own president used that term 10 
months ago in proclaiming that the 
company had awakened. Still, EJ 
earnings have been declining since 
1955, and early last month the com- 
pany admitted that its 1960 report 
would show a For the first 
time in its corporate life, EJ in 
January had to skip a dividend 

Two weeks ago, nevertheless, 
EJ’s management reccived a vote of 
confidence unmatched in the indus- 
try’s recent history. The endorse- 
ment came—as EJ President Frank 
A. Johnson noted—from “the work- 
ers, the stockholders and our neigh- 
bors in the Triple Cities area” of 
Binghamton, Endicott and Johnson 
City, N. Y., the company’s heart- 
land. As a result the Johnson man- 
agement won a victory that also, in 


loss. 


its way, was spectacular. 


Battle for Control—The vote of 
confidence became necessary be- 
cause the Johnson management, it 
seemed for a time, was in a battle 
for its very survival. Glen Alden 
Corp., a diversified New York hold- 
ing company, had announced at 
New Year’s that it would buy any 
EJ common stock offered to it at 
$30.50 a share. Quickly the eyes of 
the financial world had focused on 
the Triple Cities. Observers con- 
cluded that Glen Alden was seeking 
control of EJ—a once proud shoe- 
making firm that had admittedly 
failed to keep pace with the chang- 
ing times. And Glen Alden was 
making its bid at a time when the 
EJ fortunes had seemingly reached 
their lowest ebb. 


A Company Unique—Glen Alden 
and its president and chairman, 
financier Albert A. List, could 
scarcely have guessed that a solid 
three-city bloc would stand in their 
way. In this age of supposed so- 
phistication, however, Endicott 
Johnson is a company unique. Its 
paternalistic record is legend, and 


its workers have consistently 
chosen the EJ policies of employee 
benefits and community service over 
unionization and the prospect of 
higher wages. EJ workers have no 
unions. They do have free medical 
care, low-cost housing, recreation 
buildings, parks and playgrounds. 


Funds for Frank—The 
Cities last month were an area 
aroused. Businessmen, workers, 
housewives, churchmen and civic 
groups pledged more than $3 mil- 
lion to buy EJ shares. Their goal: 
to keep control of EJ, the Triple 
Cities’ major employer, in the hands 
of the present management. Spe- 
cifically, in the hands of Frank 
Johnson, for the Johnson name had 
been linked with top management 
since the days of Frank’s grand- 
father, EJ founder George F. John- 
son. 


Triple 


The name of Glen Alden, on the 
other hand, was virtually unknown 
in Endicott, though that company 
is the nation’s No. 1 anthracite pro- 
ducer and is entrenched also in 
such unrelated fields as tanning 

(CONTINUED ON NEXT PAGE) 


The Endicott Johnson-Glen Alden Drama, Day by Day 


culate in banking circles that the com- 
pany has been able to acquire only 20,- 


Jan. 2—The Glen Alden Corp., a New 
York firm with diverse interests, an- 
nounces it has publicly offered to buy 
any available Endicott Johnson common 
stock at $30.50 a share. Glen Alden’s 
apparent motive: to gain control. EJ’s 
reaction, in scorning the proposal: 
“ ... @ ridiculously low price.” 

Jan. 3—Jacob M. Kaplan, an EJ di- 
rector and the company’s biggest stock- 
holder in terms of holdings, reveals he 
traded his entire block of 60,000 shares 
(7 per cent of the total) to Glen Alden 
interests two days before the public 
offer. In return he got an undisclosed 
number of Glen Alden shares. 

Jan. 4—Endicott Johnson President 
Frank A. Johnson vows that manage- 
ment will fight to the end to retain 
control. 

Jan. 5—Mr. Johnson charges that 
rebel Director Kaplan gave confidential 
data, including a list of EJ stockhold- 
ers, to Glen Alden for personal bene- 
fit. Mr. Kaplan issues a general denial 
... Albert A. List, president and board 
chairman of Glen Alden, says he would 
keep EJ in the Triple Cities of Bing- 
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hampton, Endicott and Johnson City, 
N. Y., if he got control. 

Jan. 6—-Triple Cities residents, it’s 
disclosed, have been making substantial 
purchases of Endicott Johnson stock. 
The EJ affair is fast becoming the big- 
gest local conversational topic and a 
source of real concern to employees and 
their families. 

Jan. 9-— Thirty local businessmen 
band together to buy EJ stock, encour- 
age others to do likewise, and try to 
keep control of the corporation in the 
hands of the existing management. The 
committee’s goal: to raise $5 million to 
defeat the take-over. Some $800,000 is 
pledged almost at once. 

Jan. 10—EJ workers begin circulat- 
ing petitions to release 20 per cent of 
the company’s pension fund to buy 
stock. The response is overwhelming 

. Meanwhile the fight goes to court, 
and a State Supreme Court judge, in a 
temporary injunction, bars Glen Alden 
until Jan. 13 from using its list of EJ 
stockholders to seek control. 

Jan. 12—There are signs that Glen 
Alden is losing the battle. Reports cir- 


000 more shares through its public 
offer. Not once since the tender was 
made has the market price of EJ stock 
fallen as low as the $30.50 offered... 
Albert List, again trying to allay the 
Triple Cities’ fears, insists he has no 
intention of liquidating the Endicott 
Johnson firm but wants instead to 
“help stem the downward pattern.” 

Jan. 13—A New York Supreme Court 
justice bars Glen Alden from acquiring, 
at least until Jan. 23, any more EJ 
stock except for shares received under 
its tender offer ... As the deadline for 
shareholder acceptance of the Glen Al- 
den offer passes, the Triple Cities’ Com- 
munity Committee estimates that 45 
per cent of EJ common stock is now in 
“friendly hands.” 

Jan. 19—Endicott Johnson and Glen 
Alden reach an agreement under which 
EJ will use part of the company pension 
fund to acquire the 80,000 shares held 
by Glen Alden and the Albert A. List 
Foundation . . . “The threat is past,” 
exults Frank Johnson. 
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(E. Hubschman & Sons) and movie 
theaters (the RKO chain). 


“Dying Company?”—Glen Alden 
had gotten a foot in the Endicott 
Johnson door on Dec. 29. An EJ di- 
rector, Jacob M. Kaplan, had traded 
his 60,000 shares (or 7 per cent) of 
Endicott stock for Glen Alden 
shares. The public offer to buy ad- 
ditional stock came a few days later 
(and before the Kaplan transaction 
became known). 

Soon Messrs. Kaplan and Johnson 
were locked in a battle of words, 
with the rebel director claiming 
that EJ was “a dying company” and 
the EJ president insisting that a 
new management might lead to a 
“ghost town.” 


The Pledges Mount—The Triple 
Cities, quite frankly, feared that 
Glen Alden might move all or part 
of the company out of the area or— 
worse yet—liquidate it entirely. Al- 
bert List denied both possibilities, 
but Triple Cities folk went right on 
with their stock buying. Four 
churches pledged upwards of $12,- 
000 while one Elmira businessman 
bought $320,000 worth. 

A furniture store added a bizarre 
note by offering a free share of 
stock with every $200 purchase. And 
EJ workers added a serious note, 
too, by agreeing to make up to 20 
per cent of their $54 million pen- 
sion fund available to management 
for stock-buying. President John- 
son toured company factories warn- 
ing workers of the perils of new 
management. “I’d make a living 
some way,” he told them, “but I’m 
worried about you.” 


Day of Triumph—The battle 
reached the courts, too, but in the 
end that wasn’t the decisive factor. 
The Triple Cities were—more spe- 
cifically, the EJ workers with their 
proferred pension monies. 

Messrs. Johnson and List made a 
joint announcement on Jan. 19 that 
was, in effect, a victory statement 
for EJ. 

“Arrangements have been made,’ 
it said, “to enable the Endicott 
Johnson pension fund to acquire all 
of the Endicott Johnson Corp. stock 
held by Glen Alden Corp. and Al- 
bert A. List Foundation, Inc. [a 
philanthropic fund of Mr. List]. As 
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a part of the arrangements, the 
Endicott Johnson pension trust 
agreement is to be amended so that 
the directors of the corporation 
may direct the trustee of the fund 
to acquire the stock.” 

The agreement depended, too, on 
dismissal of injunction proceedings 
then pending, but nobody expected 
any problem there. 


“The Threat Is Past”—Glen Al- 
den, it turned out, had acquired 
only 20,000 shares beyond the origi- 


FRANK A. JOHNSON ALBERT A. LIST 


nal 60,000. Together these 
less than 10 per cent of the 810,720 
common shares outstanding. 

For the 80,000 shares, the pension 
fund was to pay $31.50 each—the 
same amount as the prevailing mar- 
ket price on the morning of deci- 
sion. 

“The threat is 
pleased Frank Johnson, “and man- 
agement now once again can devote 
its full and untiring energies to the 
revitalization program on which the 
company is embarked.” 


were 


passed,” said a 


A Search for Lost Glory—That 
program, Mr. Johnson also said, is 
aimed “to restore EJ to its rightful 
place in the industry.” Since late 
1959 the company has gathered in 
new executive talent, set up a styl- 
ing program, reorganized its sales 
and marketing organization, and 
stepped up its production efficiency. 

EJ, which operates 28 factories 
and 600 retail outlets, is concerned 
about its fourth-place ranking in 
sales volume. It hopes to regain 
second place. 

The management, surely slumber- 
ing no longer, now will strive anew 
toward that goal. Shoemen—and 
outsiders, too—will be watching the 
results more closely than ever. 


SMA Exhibitors May 
Set Mark, April 9-12 


ST. LOUIS—The Shoe Market of 
America in St. Louis, April 9-12, 
may establish a record for number 
of exhibitors. 

William S. Kaplan, vice-president 
of Carmo Shoe Manufacturing Co. 
and general chairman of SMA, says 
reservations from exhibitors are com- 
ing at a faster pace than for any 
previous St. Louis show. In addition, 
exhibitors are requesting more space 
than they used in 1960. 


All Applications Sent—Last De- 
cember the St. Louis Shoe Manufac- 
turers Assn. mailed applications to 
firms which exhibited in 1960. A 
large percentage of them have al- 
ready signed up for the 1961 fall 
showing. Last year’s non-exhibitors 
received registration forms in mid- 
January. Replies from this group 
were expected to come in beginning 
about the first week in February 
Shoe Market of 
America in Louis, of the 
largest branded shoe shows in the 
nation, attracted a record 300 shoe 
lines and 3,500 retailers to the city 
It was the largest shoe buying show 
in St. Louis history. This was ac- 
complished in spite of conflicting 
dates with the PPSSA in New York. 


the 
St. 


Last year 


one 


‘“Innovations’’ Planned— The 
four-day showing in April will start 
on a Sunday and continue through 
Wednesday. The traditional ban- 
quet is set for Monday, April 10. 

“Again in 1961 we expect to es- 
tablish new records for both the 
number of manufacturers partici- 
pating in SMA and the number of 
buyers in attendance,” Mr. Kaplan 
said. “St. Louis has come to be 
known in the industry for its hos- 
pitality to both exhibitors and buy- 
ers. 


NSTA to Meet Feb. 4-5 


ST. PAUL, MINN.—The National 
Shoe Travelers’ Assn. is holding 
its midyear meeting Feb. 4 and 5 at 
the Albany Hotel, Denver. Edmund 
J. Trench, secretary and managing 
director, said the meeting dates 
were moved up from March. 
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ISCO Eyes Standardization via Geometric Last 


International Shoe is using the 
geometrical last devel- 
oped by USMC, for some shoes 


produced at one plant. This sys- 


system, 


tem is viewed as the key to 


standardization of production. 


ST. LOUIS The “geometric 
last,” product of a new design 
theory and a new system of mea- 
surements, is now in use for some 
of International Shoe Co.’s Vulca- 
flex shoes being turned out at the 
Hannibal, Mo., plant. 

The company says the geometric 
graded lasts make possible stand- 
ardization of production heretofore 
unknown in shoemaking. In com- 
parison tests, Vulcaflex shoes made 
on the new last-grading 
have been rated successful. 


system 


“Wearers of the new shoes report 
increased comfort and far greater 
durability over shoes constructed 
on the arithmetic an 
ISCO spokesman. 


lasts,” said 


Developed by USMC—The last 
has been the key to the standardiza- 
tion problem in shoe construction. 
The geometrical last system was de- 
veloped by the United Shoe Machin- 
ery Corp. and is the result of many 
years’ research to bring the shoe 
industry in step with other for- 
ward-looking industries. 

Regular lasts today, ISCO pointed 
out, are built on principles adopted 
by the industry in 1887 and con- 
tinued in use ever since. The con- 
struction of shoes has depended in 
large measure on the “shoemaker’s 
eye.” Old-timers in the industry 
made shoes much as the early avia- 
tors flew—by feel. Intuition, a skill- 
ful hand, and a sharp eye played no 
small part in the construction of 
shoes, from the sole cutter right 
along to the final inspector. 


Can Eliminate Chance—This sys- 
tem of shoemaking still prevails to 
a large extent. Now, however, with 
men’s shoes at least, it seems to be 
possible to eliminate the element of 
chance from construction while 
adding standardization. 

The machinery that would be in- 
volved in standardization has been 
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invented, and working models have 
been constructed. Said ISCO: “The 
industry could conceivably start 
modernizing tomorrow.” The work in 
the Hannibal factory represents 
some of the first steps in that di- 
rection. 

How System Works—Under the 
geometric grading system, the whole 
shoe and its parts increase propor- 
tionately, by 3 per cent, as the shoe 
size increases. This is similar to 
the principle of a photographic en- 
largement, where the enlarged photo 
keeps the same proportions as the 
original print. A size 12 shoe would 
therefore proportionately the 
same as a size 9. 

This contrasts sharply with arith- 
metic last production. 


be 


The Arithmetical System—<Arith- 
metic lasts are modeled for each in- 
dividual shoe size and are scaled on 
a system whereby measurements in- 
crease arithmetically, so much per 
size. For example, as a shoe size 
goes from 9 to 10, the length of the 
sole increases by one-third of an 
inch. Another size, another third 
of an inch. 

Other measurements of the arith- 
system in the same 


metic increase 


way, though not necessarily by the 
same measurement. For instance, 
the ball girth goes up only one- 
fourth inch between widths. 


Further Standardization — Given 
last standardization, plus standard- 
ization of the thimble hole in lasts, 
the new machinery can set the size 
of the finished shoe desired. United 
Shoe Machinery Corp. has invented 
a device to “instruct” the machine. 
A metal plate mounted on the top 
part of the last can be used to make 
the machine attach heels, trim off 
excess leather, apply cement or do 
any one of more than 200 operations. 

The plate has coded notches and 
it keys the machine to work on 
shoes of any size, since the sizes 
are proportionate or 
geometric system. 

Other Benefits—ISCO that 
additional advantages to shoe man- 
ufacturing would include better 
engineered lasts which last longer: 
standardization in certain parts of 
the shoe which would reduce parts 
inventory; and better adjustment 
of patterns to the various styles. 

“For the consumer, a better and 
less expensive shoe would result,” 
ISCO said. 


based on a 


says 


Big Chains’ Sales, Units Both Up 6% in ’60 


FIVE of the nation’s leading shoe 
chains showed a composite sales in- 
crease of 6.4 per cent during 1960. 
But the gain is largely attributable 
to the fact that these chains were 
operating 6.6 per cent more retail 
units in December 1960 than a year 
earlier. 

Of the 


five, only A. S. Beck re- 


ported a sales drop, and this was 
less than 1 per cent. Melville had 
the biggest gain, 8.5 per cent. 

For December alone, the chains 
were 2.4 per cent ahead of the same 
month in 1959. Reports for that 
month ranged from a 5.2 per cent 
increase for Edison Brothers to a 
1.9 per cent drop for Beck. 


Shoe Chain Sales, 1959-60 Comparison 


TOTAL SALES (in 


£7000 


Melville 
Edison 
Kinney 
Beck 
National 


ToTaLs 


NUMBER OF UNITS 
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The RECORDER Completes a New Team: 


Fashion Editor Appointed for Teenage Footwear 


THE BOOMING teenage field will 
have an editor of its own on the 
staff of BooT AND SHOE RECORDER 
starting March 1. 

Filling the new post of teenage 
fashion editor will be Geraldine 
Epp, who has been covering the 
busy St. Louis shoe market—and 
particularly the fashion aspect of 
it—for a decade. She is the fourth 
and final member of the RECORDER’S 
new roster of fashion editors to be 
appointed. 

Already, Eve Panay is covering 
the women’s field; Gervase Butler, 
the men’s market, and Estelle G. 
Anderson, the children’s segment of 
the industry. Beginning next month, 
their observations will be a key in- 
gredient of every issue of the RE- 
CORDER. 


Ten Years on Staff— The new 
teenage fashion editor joined the 
RECORDER in May 1951. She had re- 
tired to private life about a year 
earlier after five years as a news- 
paperwoman, but—as she tells it- 
“I found bridge and women’s clubs 
a dull to spend my leisure 
hours.” 

For the next five years Geraldine 
Epp covered every facet of the St. 
Louis market. Since 1956, however, 
she has shared those duties with 
Virginia Marshall, confining her 
own coverage to fashion. In the 
process she has obtained a thor- 
ough preparation for her new re- 


way 


sponsibilities as a RECORDER editor. 


Active in Industry— The ReE- 
CORDER’S newest editor has been a 
member of the Shoe Fashion Board 
of St. Louis for six years. She has 
served as its “neutral” member, 


GERALDINE EPP 


factories 
Shoe 


with all shoe 
She is member of 
Women Executives, Inc. 

She has presented programs 
about footwear before numerous 
groups, including several thousand 
delegates attending an American 
Home Economics Assn. 
in St. Louis. 


access to 


also a 


convention 


Award Winner—Gerrie Epp is a 
native of St. Louis. She was gradu- 
ated in 1945 from the University of 


Missouri’s highly regarded School 


of Journalism. She had majored in 
both news and journalism, and if 
she had taken the most obvious di- 
rection after college, she might be 
writing advertising copy today in- 
stead of fashion reports. Gerrie 
was president of the national ad- 
vertising fraternity for women, 
Gamma Alpha Chi, and upon gradu- 
ation she awarded the fra- 
ternity’s award as the “outstanding 
woman graduate in advertising.” 
“But in spite of that, I pursued 
my secondary major, writing,” Ger- 
rie recalls. She joined the editorial 
staff of the St. Louis Globe-Demo- 
crat, and five successful years fol- 
lowed. She won two Missouri Press 
Awards for outstanding 
one for news reporting, the other 
“promotional feature” 
going into short-lived 


was 


stories 
for a be- 
fore 
ment 


retire- 


Who Is a Teenager?—Editor Epp 
thinks the biggest challenge of her 
new job is “to arrive at a definition 
of just who the teenage customer is. 
There is much confusion in the in- 
dustry,” she points out, “with some 
manufacturers and retailers ex- 
pressing the opinion that this seg- 
ment of the business covers anyone 
from 8 to This, in my 
opinion, cannot be.” 

Who, then, is the teenage cus- 
tomer? That's a question that Ger- 
aldine Epp hopes to answer in the 
tECORDER’S pages. 


35 or so 


Brown Shoe Elevates Executives as Chairman, Vice-Chairman Retire 


ST. LOUIS—Clark R. Gamble, 
president of Brown Shoe Co. since 
1948, has assumed additional duties 
as chairman of the board. 

John A. Bush has retired as chair- 
man after 64 years with the com- 
pany, and Eugene R. McCarthy has 
retired as vice-chairman. Both will 
remain on the board of directors. 

The changes were made public 
after a Jan. 17 directors’ meeting, 
together with the announcement of 
promotions for three other execu- 
tives. 

Monte E. Shomaker, formerly vice- 
president in charge of manufactur- 
ing, was elected executive vice-presi- 
dent. Louis J. Schaefer, vice-presi- 
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CLARK R. GAMBLE LOUIS J. SCHAEFER 


dent in charge of sales, was named 
executive VP in charge of sales. Rob- 
ert G. Stolz was appointed vice-presi- 
dent, advertising and publicity after 
serving as director of advertising 


and sales 
tion. 

The retiring Mr. 
Bush joined Brown 
in 1897 and served 
as president from 
1915 to 1948. Mr. 
McCarthy joined 
the firm in 1911. 
They became chair- 
man 
chairman, respec- 
tively, when Mr. 
Gamble was named president. 

Brown declared a regular 70¢ 
quarterly dividend on common stock, 
payable March 1 to holders of record 
Feb. 15. 


promo- 


and vice- 


ROBERT G. STOLZ 
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VINER MAKES IT EASY . .. pre-selects 

the most popular patterns 

builds-in the most wanted features 
covers the market from youngsters 

to matron prices for volume 
stocks in depth for prompt delivery 


It's a great selling line! 


IN-STOCK 
Retail $6.95 — $9.95 


FOOTWEAR 


VINER BROS, INC, BANGOR, MAINE Shoe Craftsmen Since 1905 
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THE ULTIMATE FOR SILHOUWELTS 
MEN'S CEMENTS 


Tighter Edges Stronger Bonds 
Shorter Drying Time 


Gives you better shoes and 
Speedier Production 


sscateeon JApited. 


Demonstration! 
UNITED SHOE MACHINERY CORPORATION 


140 Fedcera! Street, Boston 7, Massachusetts 
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ZOUCE of the 


“The 


making more money than ever and is 


present day working girl is 
upgrading her shoe purchases accord- 
ingly,” says CHARLES BROWN of the 
Brown Shoe Seneca, S. C. 
“We have a lot of new factories and 
offi es 


and 


Salon in 


around here.” he continues, 


they have brought in a lot of 
office girls from the larger cities. These 
girls are accustomed to  better-than- 
average shoes. And the companies have 
hired a lot of local girls, too. These 


girls are also upgrading their buying. 


| 





“The working girl clientele is some- 
bulwark the 


coming summer casual seasen, which 


thing of a against on- 
is proving to be a serious problem to 
the retailer. It’s those summer months, 
when we sell so many cheap casuals, 
that cause the slumps in business dur- 
ing July, August and September.” 


‘Spring 1961 generally will be a more 


difhicult 


business possibly off two to three per 


one for retailers with 


cent in existing stores, offset some- 


what by the addition of new stores,” 
saves WHEELOCK H. BINGHAM, 
president of R. H. Macy & Co. Ine. 
“Several areas in the country may 
have unemployment than in 


1960 and off 
more than the general level. The fore- 


greater 


business there will be 


cast of fewer new houses 


suggests 
some difficulty in hard goods. How- 
ever, personal income should continue 
at a very high level as a stabilizing 


influence.” 
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Trade 


WALTER M. HALLE, president of 
Halle Brothers Company, Cleveland, 
Ohio says: 

“The first six months of this year will 
probably continue to be marked by a 
decline in volume in relation to the 
corresponding months of 1960. How- 
ever, toward the end of the six month 
period, we expect sales to firm up to 
1960's 
business to move ahead of last year. 


“We the fourth 


find consumers spending in accordance 


figures. Thereafter we expect 


believe quarter will 
with the usual pattern, which will make 
for good retail and department store 
business. We are hoping for at least 
a plus of 5 or 7 per cent in the fourth 


quarter.” 


This 


shift in emphasis by men’s shoe man- 


vear should see a continuing 
ufacturers from dress to casual shoes,” 
says RICHARD N. SEARS, president 
of Bates Shoe Company, men’s shoe 
Webster, Mass. 
“There will be higher production of 


all kinds, 


steadily increasing enthusiasm for cas- 


nanufacturers of 


reflecting American men’s 
Incidentally, 
both 
Bates 


than 20 per cent in 1960, he reported. 


ual occasion clothing.” 


the overall increase for casual 


and dress shoes at was more 
* * oe 
Hush Puppies take the prize! A sales 
talk on Hush Puppies shoes for men 
recently won for BENNIE HAWKINS, 
a student at Anderson High School, a 
scholarship of $500 in a contest staged 
by the Austin (Texas) Sales Executive 
Club. He won first prize. 
o - . 
“It’s remember _ that 


whether the customer insists upon tak- 


important to 


ing the wrong size or whether the 
fitter talks the customer into accepting 
it, in the long run the blame for poor 
back to haunt the 
says NATHAN ROSENBERG, 


owner of the New Idea Shoe Store in 


fit always comes 


store,” 


East Greenwich, R. I. 


BOOT anvnSHOE 


RECORDER 


“Another important fact is that the 
person who gets the poor fitting never 
returns to the shop. If only the cus- 
tomer would give the store a chance to 
would make both 


make amends, it 


buyer and seller happy. 


“Keeping these human reactions in 
mind should reemphasize the import- 
ance of giving each customer perfect 
fitting or passing up the sale.” 

* > * 
Young non-conformists are influencing 
the pattern in 


and changing taste 


men’s shoes, says a Canadian shoe 
manufacturer. “We are beginning to 
see a very definite trend toward ‘why 
not have two pairs,’ thinking,” says 
WILLIAM CRANSTON, president of 
Hewetson of Canada, a division of 
Shoe Corp. of Canada. “Sales are 
higher for the under $10 type of shoe,” 
he continues. “Young men generally 
and Canadians in particular want more 
diversity in footwear, and there has 
been a continuing interest in Conti- 
nental styling. 

“Although many customers still pre- 
fer shoes which are good enough to be 
re-soled half a dozen times, styling 
changes tend to make shoes obsolete 
long before they are worn out.” 

* . * 
With the new Administration now set- 
tled in Washington, signs of a renewed 
The next 
but the 
improvement will be steady for the 
balance of the year. BRUCE A. GIM- 
BEL, president of Gimbel Brothers 


Inc. says: “As far as our company is 


upswing should appear. 


month or two may be slow 
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concerned, we believe this 
likely to be a better year than 1960 


due to certain units that we opened 


year is 


in the fall and additional ones plan- 
ned for this year; as well as renewed 
confidence and an upward momentum 
in the general economy.” 

ee 6 
“Difficulty of maintaining profit mar- 
gins in the light of the slowly rising 
costs of goods and services is the 
major problem facing retailing today,” 
says MORTON D. MAY president of 
May Department Stores Company in 
St. Louis, Mo. “The competitive situa- 
tion is such that it will limit attempts 
to improve gross margins. Thus, dur- 
ing this year we will see even more 
emphasis on fast turnover and operat- 
ing economies than we did in 1960.” 

See 
There’s a sign on the wall in the 
SCHAUDER SHOE STORE in Shaw- 
ano, Wis. that tells why shoes wear 
out: “The average step is 26 inches. 
This means 2437 steps to the mile or 
12,)85 in a five mile day. A person 
weighing 160 pounds (in one day of 
walking} has pounded into his shoes 
974 tons and 1600 pounds of meat, 
bone and troubles: and all this he car- 
ries above his shoes. Men buy three 
pairs of shoes a year (on an average). 
A steel hammer weighing 160 pounds 
coming down at that rate. for four 
months. would have to be renewed 
each day and would have to be fished 
out of the deepest hole on earth at the 
end of four months. This proves that 
shoes have a right to wear out.” 

ee ae 
“Teenage shoppers can be surprising.” 
says LESLIE GOURDIER of the Five 
Points Shoe Mart in the Village Green 
Chester. Pa. 
“Their demands,” he continues, “fall 

. . half, 

the other, 


basic patterns in flatties and ties. Black 


Shopping Center of 
into a fifty-fifty percentage 


novelty stvles and colors: 


is definitely the lead and brown tones 
follow. 

“Children of all ages just like to buy 
shoes: and the fact is that teenagers 
don’t pin you down to an immediate 
demand. Their flair for the new in 
style is almost on a hit and run basis. 
Their attitude is, if you don’t have 
the precise style at the moment, they'll 


pick something else.” 


Profile.... 


by ESTELLE G. ANDERSON 





FRED DIAMANT 
F LATE, the emphasis has been on imports! Actually, they are not 
a recent phenomenon. They have been with us since our country 
started ... 
Historically, their contributions (more likely than not) 


not only products but people. The Colonists, for instance. 
have been incal- 
culably advantageous. Specifically, in shoes, the skilled craftsmen who came 
over from Italy, France, Germany have underscored this influence. 

Fred J. Diamant was an import, in 1937. “That's when I discovered 
America.” he says. He came over from Berlin via Paris and, during the 
past twenty some odd years, has put all of his skills and ingenuity into 
multiplying the single statistic of his own importation into production 
statistics of “shoes with a purpose” over here. 

When he arrived in the LU. S., 
A. Werman & Sons, 
downs, in their Norwich, Conn., plant. 


$8.00 out of his $10.00 a week pay check: but he was the best-dressed 


he was fortunate enough to land a job 
immediately with manufacturers of children’s stitch 


Room. board and laundry took 


pauper .. . lots of suits but no pocket money. That was only temporary, 
the first step in an inevitable direction. After two and a half months, he 
was transferred to Marietta, Pa., and before the year was out, to Brooklyn. 
Each move meant more income and satisfactions in the work he was doing. 
He became their “systems” man. Put in all kinds of efficiency controls. 

In his spare time, he was becoming acquainted with American methods 
of shoemaking. He had an excellent background but it was all predicated 
on knowledge and experience which he had acquired in his father’s shoe 
factory in Strausberg (near Berlin). where they made a thousand pairs 
of women’s high grade shoes daily. The major portion of the production 
was exported to all parts of the continent. 

Leicester 


It was at this factory. during his summer vacations from 


College ( Leicester. England) where he was studying art and technology. 


that his father insisted that he learn every phase of the business. Being 
the son and heir of the owner carried no weight. The senior Diamant 
believed in stern discipline ... no pampering. He started Fred off sweeping 
the floors. Gradually moved him along to the cutting, fitting, lasting opera- 


(CONTINUED ON PAGE 38) 
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esorts Ahead 


Cruise into spring and summer at the track. A striking in- 
terpretation of a seasonal theme, this sweetheart wing fea- 
tures a seamless white buck inlay with brown, the accent a 
medallion tip. Note the hand sewn detail at the base of the 
five eyelet V throat and its piped topline 

Edwin Clapp details this handsome design with close edge 
trims and very fine wheeling on the edge. We coordinate it 
here with an advance straw from Champ Hats, Inc. 
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Monotone spectator 
pump, daintily detailed, 
on 18/8 stacked heel, 


Varanne. 


r 
/ -ontile — 
Y 4 Reptile pump in beige 
and tan for spring transt- 
tion selling, Di Scarla. 


Smooth and suede com- 
bination, both in promot- 
able orch id color. Cares Sa. 


Striking for late spring, 
yellow silk with black 
patent, Mademoiselle. 


China doll blue and bone, 


pretty late spring promo- 
tion, Johansen. 





Where Do We Go From Easter? 


It’s still too early to promote white up north but A 
i, 


just right for spring colors and opened up patterns. 


N early Easter brings prob- 
lems, especially in the north- 
ern half of the country. This 

year April second is the date. That 
leaves a whole month before most 
women even begin to think about 
white shoes. Women in the suburbs 
start to wear spectators earlier than 
do city dwellers but, even so, April is 
not a summer month 

What, then, do you plan to sell 
in April? Many of you expect to 
clear out your black calf, patent 
leather and bone shoes. Unless you 
have had a good pre-Easter selling 
period, you can probably do a lot 
of business by marking down the 
left-overs 

And, no doubt, you will be wise 
to do so. But wouldn't you be just 
i little brighter if you put out and 
promoted some very pretty shoes in 
pring colors at regular prices to 
attract that extra sale? Let Mrs 
Consumer get a post-Easter bargain 
but let her leave with a second pail 

iot a sale shoe—in a soft green or 

red or lilac or yellow or lighter 

ie, Or, very new looking, suggest 
to her a combination of colors, sev- 
ral shades with one or two striking 

different note, not clashing bu‘ 
iifferent and stimulating. You wi 
ill have plenty of customers for 
traditional ombrés, too; best in the 
pale beige to warm tans. 

There are also patterns that give 

new look to conservative colors. 
Bone and black and, in some sec- 
ions, navy blue, have a very differ- 
ent look in more opened, summary 
silhouettes. We show two such styles 
here, one a closed toe sling pump 
ind the other with asymmetric vamp 
cpening. These are excellent exam- 
ples of a spring-into-summer look. 
his look for this selling season of- 
iers good opportunities for extra 
business. Women need transition 
styles at this time of year just as 
much as they do in late July and 
August for a transition from sum- 
mer into fall. 


by ELEANOR M. RUTTY 
Drawings by ELLY NORDEN 


Top to Bottom: 

Calf pump, asymmetric 
vamp opening, spring pro- 
motion color, Burns. 
Spring-into-summer sling 
pump, wood and crystal 
ornament. Jerro. 

Color abstracts for pro- 
motion—blond birch, ca- 
mellia, melon, willow — 
Palizzio. 





What's in a Shoe and How to Sell It 





The Cement Shoe Process 


The cement shoe is the most popular today because of its light 


weight, flexibility, versatile styling and moderate cost. 
by WILLIAM A. ROSSI 


he cement process is today 
the dominant method of shoe- 
making in the U. S. Its popu- 
larity has risen steadily, especially 
over the past two decades, and today 
this form of construction represents 
over 60 per cent of all our shoes. 
The cement 


process (exclusive of 
slip-lasted 5 


‘ 
accounts for 75 
per cent of all women’s dress shoes; 


shoes) 
50 per cent of misses’ shoes; 37 per 
cent of children’s shoes, and 33 per 
cent of infants’ shoes. In 
years it has begun making headway 
in the 
shoe field, and now accounts for 
about 18 of this , 
footwear. 


recent 


men’s dress and semi-dress 


per cent type of 


3ecause of the many attractive 
features of the cement shoe, it was 
chiefly responsible for the demise 
of the McKay shoe, which once dom- 
inated the woman’s field. It has also 
made deep inroads into other types 
of shoe 

The modern or 
ment shoe is hardly more than three 
old. It got its commercial 
launching back in the 1920's, 
when it was known as the Compo 
Process, originated by William Bres- 


constructions. 


“practical” ce- 


decades 


late 


nahan and Bernard Solar, in Boston. 
This was the first time that a prac- 
tical sole-bonding cement was com- 
bined with a practical sole-bonding 
machine. 

However, the idea of cementing 
shoe bottoms to uppers dates back 
more than a century. In 1855, a pat- 
ent was granted to Charles Rice and 
Sylvanus H. Whorf for a method 
of improving lasting and applying 
soles to shoes by use of cement. In 
1858, a patent was granted to Thom- 
as F. Bancroft for the Jenkins 
Heater and Press—a device for at- 
taching soles by means of adhesives. 
At this time there was much talk 
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about a “revolutionary new adhe- 
sive” called gutta-percha. While the 
old cement-attaching ideas were 
fundamentally the 


themselves always failed to provide 


sound, cements 


enough bonding strength. It wasn’t 
until the right 
veloped that the cement shoemaking 


adhesives were de- 
process became practical. 

The modern 
achieved popularity of va- 
rious outstanding features: its light 
weight; its high flexibility; its vast 
for styling; 
mies due to reduction in operations 


cement shoe has 


because 


versatility its econo- 
and materials and to simplicity of 


urrte 


Cross-sections of cement-process shoe. 


method. Much of the great breadth 
and depth in footwear styling that 
from the 1930's on 
resulted in an appreciable increase 


occurred and 


in sales and consumption of foot- 
have been due to the styling 
made the 


process. 


wear- 
versatility 
cement 

The cement shoe is a “flat-lasted” 
process, meaning that the insole is 


possible by 


flat (unlike the insole of a Goodyear 
welt, which contains a wall-like 
the outer margin of 
insole). So the flat-surfaced 
is stuck onto the flat-surfaced insole 

First, the upper of the 
pulled over the last. The 
margin of the upper—the part that 
comes under the bottom of the insole 
the last—is held to the 
cement or tacks or staples. This last- 


ing margin (about '. to ; 
wide) is 


“rip 
the 


outsole 


around 


shoe is 


lasting 


on last by 
inches 


“roughed” with a_ wire 
brush wheel. The roughened surface 
has a better gripping 
the adhesive is applied 

The 
outsole 


shoe 
ribbon of 


action when 
the edge of the 
the 


a thin 


rim around 
the 


is also roughened 


facing 
Now 
is applied to the 
] 


aiso 


surface 


cement 
margin around the outsole, and 
the 


tant to 


of the upper. It’ 
that the 
whole bot! m of 


maryin impor 
doe 
the 


ipper in 


not cement 


not cover the 
sole or the bottom of the 
The 
row band aro 


of the 


Now a very 


sole ) cement is simply a not 


ind the bottom edge 
shoe 
layer of fille 


pie 


ball 


ready 


thin 
peal -shaped 
the 
now 
The 


has 


usually a 
is fitted under 
and upper are 


ment-attached cement on the 


outsole margin temporarily 


dried. So it is now “activated” by 
putting the sole on a special heating 
that softens the cement in 
a matter of seconds. ( Note 


most ised are the neoprene 


device 
today 
cements 
which 

for this operation 


type, can be heat-activated 
Up until recently, 
however, pyroxylin cements were 
widely used, and these had to be ac 
tivated by a solvent 


The outsole is now “mated” to the 





All photos on these two pages cour- 


tesy United Shoe Machinery Corp. 
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upper by hand, a meticulous opera- 
tion because the two bands of ad- 
hesive—on upper and on sole—must 


come together accurately. Now the 


shoe is placed into a special sole- 


pressing machine, which compresses 


1. The upper is placed over the wooden 
last on which the shoe will be made. The 
upper is then formed to the last and at- 
tached to the insole by a “pulling over” 
operation. Both upper and insole are 
temporarily fastened to the last by tacks. 


sole and upper together under great 
pressure to create a secure and per- 
The “time dwell” of 
compressing between 

and 15 


manent bond. 
this 
eight 
upon the type of shoe. 

The strong 
that the average cement shoe, which 
flexes 5,000 times a day—as 
as 150,000 times a month 
the tiniest 


action 18 
seconds, depending 


sole bond is now so 
much 
will never 
have of 


even separation 


2. The sides of the upper and lining are 
lasted to the insole with staples (left); 
the heel seat is tack-lasted and the fore- 
part and toe cement-lasted. The lasted-in 
margin of the upper is prepared for ce- 
menting by “roughing” ut (right) with a 
wire brush or special roughing tool. 

sole and upper during its lifetime. 

All cemented shoes have one thing 
in common: the sole is cemented to 
the there are a 
few in-between processing variations 
this result. The 
differences are simply in the mat- 
ter of the lasting method used, and 
the equipment or machinery. 

The cement-lasted cement shoe 
process consists simply of cement- 
ing the lasting margin of the upper 
to the insole, before sole attaching. 

A cement shoe may be Littleway 
staple-lasted. Instead of the lasting 
margin of the upper and lining being 


upper. However, 


in arriving at end 
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cemented down, it’s clinched to the 
insole by staples which bite part 
way into the for a secure 
fastening. The ends of these staples 
form a curved-tip hook that grip 
into the meaty middle of the insole, 
but do not penetrate up through 
the surface. The outsole is then ce- 
mented on. 


insole 


In the tack-lasted cement shoe, the 
lasting margin of upper and lining 
are attached to insole by tacks. As 
in McKay the tacks pene- 
trate up through the rim surface of 
the insole. But the ends of the tacks, 
when striking the metal bottom of 
the last, are bent backward into the 
clinch. A_ sock- 
lining covers the insole. The sole is 
then cement-attached. 

A unique version is called the Sii- 
houwelt or Cement Welt, which came 
into being as far back as the early 
1930's. It’s almost wholly in 
men’s dress 


lasting, 


insole as a secure 


used 
and semi-dress shoes, 
and continues to gain in popularity. 
One reason for this is that 
the of the Goodyear 
and the Cement processes, for 
the Silhouwelt is actually a marriage 
of the two. 
While the 
a cement 
is cement-attached 
the 


regular Goodyear welt 


it com- 
assets 


bines 
welt 


classified 
the 
stitched 
same way 
right 
the point of sole-attaching. The in- 
this shoe 


ordinary Goodyear welt. 


Silhouwelt is 


shoe—because sole 


as 
and not 


it’s made in as a 


up to 
“rib” as in 


sole has a 


the 

The Silhouwelt goes through the 
processing. The up- 
per is lasted to the insole rib. Then 
the strip of welting is sewn to the 


on 


Goodyear Ww elt 


upper and insole rib as a unit. The 
regular filler is used to fill the cav- 
ity in the toe and ball area. 

Now comes he point of departure 
difference. of the out- 


and Instead 


5. After the heel has been attached 
(left), the cemented heel breast and shoe 
bottom are ready to receive the cemented 
outsole and breast flap. The outsole and 
breast flap are attached by a machine 
which exerts extreme pressure, smooth- 
ing the outsole and making it adhere 
uniformly. 


sole being sewn to the welt, it is 
cemented to the welt and rib. After 
the joining surfaces of the shoe 
bottom and the margin of the out- 
have been roughened and ce- 
mented, they’re attached together 


sole 


3. The curved steel shank, which holds 
the shape of the shoe and makes it 
sturdier and more comfortable, is stapled 
on the shoe bottom (left). Cement is 
applied to the bottom of the shoe and 
the forepart filler piece is cemented into 
place. 

by a sole-pressing machine, as with 
any regular cement shoe. 

The Silhouwelt has several points 
of appeal. It makes a lighter weight, 
lighter looking shoe (it can utilize 
lighter welting Be- 
the cement-attached 
rather than stitched to the welt, very 


and outsole). 


cause sole is 


4. The outsole blank (left) is rounded 
to shape, and the outer margin is then 
reduced in thickness so as to present a 
thin, delicate sole edge on the finished 
shoe. The heel breast flap is also re- 
duced and the entire outsole margin is 
roughed and cemented for attaching. 


close-edged soles can be achieved. 
Another high flexibility. 
Thus, what we have is a soundly 
constructed shoe close to the Good- 
year welt, but with a slim-trim look, 
light in weight and very flexible. 
The introduced in the 
early 1950's, is a simulated welt 
shoe, used almost wholly in juvenile 
shoes. The Bonwelt uses an outsole 
with an extension edge. A strip of 
welting is laid atop the extension 
portion of the sole. But the welting 
doesn’t extend under the shoe, as in 
(CONTINUED ON PAGE 31) 


result is 


3onwelt, 


27 





What Retailers Think 


Retailers say they attend shoe shows to keep up-to-date on style trends, 
to see all of the lines in one spot, to meet the “top brass” from the 
manufacturing plants and to get help in merchandising the shoes they 
buy. Most of the merchants like the way shows are organized but many 
feel they can still be improved. 


HOE shows are style centers, 

complaint forums, shopping 

centers, thought provokers 
and retailer trade schools. 

A survey of a sample of retailers 
from all sections of the country by 
BooT AND SHOE RECORDER revealed 
that these shoemen look upon shows 
as much more than shopping events. 
Retailers were asked what shows— 
regional and national —they at- 
tended in 1960, why they went, 
whether the shows helped them in 
their business and how they thought 
the shows could be improved. 


a 


The survey shows that retailers 
think shows are both necessary and 
helpful in their business. They go 
to them to work—not to play. When 
they get to a show they want to 
spend their time efficiently. They 
dislike wasting time and they feel 
something can be done to help them 
save time. They also want to learn, 
but not when they should be shop- 
ping. 


Keep Them Busy 


shoe shows be 


How 
proved? 


can im- 
The answer, boiled down, 





® To shop possible new resources. 
common problems with retailers. 
®@ To get new ideas. 

turers have to offer. 


® To get away from the store. 
®@ To see allied lines’ exhibits. 


®@ To shop all of the lines. 
® To see new styles. 


common problems. 
® To get ideas. 





If you attended any national shoe shows in 1960, | 
why did you? Here are the replies of retailers listed 
in order of their frequency of mention: 


®@ To see new styles and colors; to note the trends. 

© To see all of the lines; to compare lines; to compare prices. 

@ To talk directly to the manufacturers. 

® To learn what other retailers are doing; to exchange ideas; to discuss 


® To place orders or arrange for later buying. 


®@ To attend show meetings, conferences and clinics. 
@ To see the merchandising aids and promotional material manufac- 


If you attended any regional shoe shows in 1960, 
why did you? Here are the replies of retailers listed 
in order of their frequency of mention: 


® To buy and make buying arrangements. 
@ To learn what other retailers are doing; to exchange ideas; to discuss 


@ To see the old-timers; to take the day off; etc. 








is this: “Cut wasted time; show us 
shoes during the day; give us a rea- 
son for buying and, in the evening, 
show to sell what we 


bought.” 


us how 


to an- 


sub- 


It’s natural for a 
swer mailed questions about 
jects which interest him. If he isn't 
interested, he is less likely to make 
a reply. Because of this, the survey 
is probably weighted in favor of 
However, even 


person 


show attendance 
considering this, the number of re- 
tailers who do attend national and 
regional shows is very high. The 
survey indicates that 69.1 per cent 
of the retailers got to at least one 
national show last year. And, 55.8 
per cent got to a regional show. 
Retailers’ buying is influenced by 
shoe shows and their selling and 
promotions are helped. Al- 
though retailers place only small 
orders at any show, they feel that 
the chance to shop a wide variety 
of lines gives them a better picture 
of the trend in shoes. They also get 
the chance to pick up some new re- 
sources they feel will give them bet- 


also 


ter merchandise or service 
Displays Are Good, But 

tetailers are more divided on the 
questions of display, merchandising 
aids and fashion tie-ins. Although 
the largest number said displays 
were good, merchandising aids were 
fair and fashion tie-ins were good, 
the suggestions for shoe show im- 
provements centered about this 
area. 

Two classifications of comments 
out the suggestions for 
show improvements. The first was 
the desire of retailers to learn all 
they can about their business. They 
indicated that they look to the shoe 
shows to help them. The second 
was related to merchandising the 
shoes. The lack of coordination and 


stood in 
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About Shoe Shows... 


and 
up 


apparel 

manufacturers in setting 
displays was cited numerous times. 
Shoe more apparel 
information and they'd like to see 
it in display rooms at shoe shows. 


cooperation between 


shoe 


retailers want 


Keeping U p-to-Date 
Why do retailers attend national 
The most frequently 
is: To see new 
styles, colors and trends. Almost 
retailer who attended a na- 
tional mentioned this as a 
reason for going. And, it was the 
reason they mentioned first. 

The second most important rea- 
son could be called the shopping 
motive. The chance to see all the 
lines at one time and in one place 
appeals to the retailer. It gives him 
a broad picture of the industry. 
Merchants they attend to see 
the the lines and 
compare prices. Mentioned less 
often, but still part of the same 
shopping motive was the chance to 


shoe shows” 


mentioned reason 
every 
~ how 


say 


lines, compare 


hunt for new resources, the oppor- 
tunity to place orders and arrange 
for buying and the 
chance to see allied-line exhibits. 
The chance to talk to the “top 
from the manufacturing 
plants face-to-face was impor- 
tant for going to the na- 
tional shows. This was one reason 
that was not stated for the regional 
shows except in a very few cases. 


later store 


brass” 
an 


reason 


Looking for Help 

Retailers also go to the national 
shows in search of help. Talking to 
the manufacturers is of this 
reason. But, even more, they feel 
the exchange of and ideas 
with people from other parts of the 
country, the discussions of common 
problems, and the show meetings 
can all help them in their business. 
They also want merchandising aids 
and promotional material that will 
help sell shoes. 

Are both national and regional 
shows useful to the retailer? A 
comment from one merchant sums 
up the feeling of most who 
swered the questions. 

“I attend national shows to fol- 
low style trends and exchange ideas 


part 


news 


an- 
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clinics and good speakers. 


@ Better show timing. 


rooms. 


more sales. 


core and cleaning. 





What do you feel could be done to improve shoe 
shows? Here are the replies of retailers listed in 
order of their frequency of mention: 


®@ More panel discussions, evening workshops, educational features, 


® Clear coordination with clothing manufacturers on style trends, 
fabrics and colors. Provide this fashion information to retailers. 


@ Manufacturers should indicate the price range of their lines in the 
show directory in order to save the retailers time in visiting the display 


@ Manufacturers should have more merchandising aids at the shows 
for retailers to take home with them. Retailers want more help for 


@ There should be more social functions at the shows. 

@ Shoe show directories should include a breakdown of the types of 
shoes carried by different companies in order to save the retailer time. 
@ Mail directories in advance of the shows. 

@ Provide more information on shoe construction, shoe materials and 


®@ Provide more free activities at the shows. 

@ Arrange displays into present, new and coming styles. 

@ Small retailers should be made more welcome. 

@ Retailers should be helped in promoting American-made footwear. 
@ Plan fewer social and more business activities. 








with other merchants from other 
parts of the country; to try to im- 
my can 
pass on 
tomers. 

“I attend a regional show to 
round out my stock picture. I buy 
for the coming season after the na- 
tional show amend mistakes 
and oversights at regional shows.” 


resources so that I 
my 


prove 


better values to cus- 


and 


The Shopping Shows 
Comparison shopping was the 
most frequently mentioned reason 
for attending regional shows. The 
style, and trend aspect of 
shows ran a close second, and ac- 
tual buying or arranging for buy- 
ing was the third most important 
reason retailers gave for going to a 
regional show. 

There were some retailers who 
consider regional shows vitally im- 
portant and complete enough to 
make a trip to a national show use- 
One Oklahoma retailer said, 


color 


less. 


“We look to our regional markets to 
see all the merchandise that is 
available, to choose the merchan- 
dise that we are interested in and 
to buy, especially our specialty 
lines.” 

However, a Chicago retailer said, 
“I consider regional shows a waste 
of time; I prefer to consolidate at- 
tendance one or two national 
shows.” 


on 


Eighty-five per cent of the retail- 
ers do feel they get help from re- 
gional and national shows. Of that 
total, slightly less than 25 per cent 
say the regional shows are most 
helpful, more than a half say na- 
tional shows are most helpful, and 
the remaining 25 per cent say the 
two types are equally helpful. 

The retailers who said the shows 
are not helpful gave an assortment 
of reasons. They said salesmen sat- 
isfy their needs in the store; non- 
buyers are made to feel unwelcome 
in display rooms; there is a ten- 
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dency to overbuy at shows; too 
much time is wasted in attending a 
show; there are inadequate buying 
facilities at shows, and the mer- 
chandise displayed doesn’t meet the 
needs of the store. 


Too Many Shows? 


Manufacturers have been com- 
plaining about the number of 
shows. But retailers don’t have any 
strong feelings about “too many” 
or “too few” shows. Over 70 per 
cent said there are enough shows. 
Only 25 per cent said there are too 
many. 

Although retailers said they at- 
tended shows, in part, to place or- 
ders, the orders they place are 
small. A large group, 26.4 per cent 
of the total, said they did not place 
any orders at shoe shows in 1960. 
However, 41.5 per cent said they 
placed from 1 through 19 per cent 
of their orders at shows and 18.9 
per cent of the retailers said they 
placed between 11 and 31 per cent 
of their orders. There was a smaller 
group, 13.2 per cent, that placed 
from 31 through 50 per cent of 
their orders. 

Shows do have an influence on 
the lines and styles that the retail- 
ers eventually buy. When asked 
how much of an influence the shows 
have on orders, 67.8 per cent said 
their purchases are influenced “to 
some extent.” The smallest reply, 
from 14.3 per cent, said they were 
influenced “to a great extent.” And 
17.9 per cent indicated they are not 
influenced by shoe shows at all. 


Displays Are Well Staffed 
The 
the 
swered “yes” to the question, “Were 
there enough company representa- 


overwhelming majority of 


retailers, 81.4 per cent, an- 


tives in the showrooms?” However, 
several of the retailers offered ad- 
ditional comments — usually com- 
plaints. One said, “Most salesmen 
in the rooms are not content to let 
you look. If you aren’t buying, you 
aren’t welcome.” 

Another said, “Company sales- 
men seemed to show a lack of in- 
terest in helping retailers who came 
into a salesroom unless they were 
previous customers.” 

There appeared to be a general 
apathy about shoe show displays. 
Retailers were asked to check 
whether they considered show 
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methods of displaying footwear ex- 
cellent, good, fair or poor. They 
checked the category, but about 
half of them left blank the space in 
which they were asked to explain 
why they felt the way they did. 
More than half said displays were 
good. About a fourth said they were 
only fair. There were small groups 
that classified displays as either ex- 
cellent or poor. 

The retailers who felt that dis- 
plays lacked something were the 
ones who gave their reasons in de- 
tail. 


We Need Showmanship 

A spokesman for a St. 
chain said, “Displays are poor. The 
trend is away from displaying in 
the grand-slam manner. We 
better showmanship in displays.” 
A New York retailer complained 
that the displays “are generally the 
same _ with little originality 
shown. Assistance at moving shoes 
at retail level is not available.” 

A spokesman for a large Chicago 
“Large firms’ showings 
are well organized, but smaller 
manufacturers merely throw shoes 
“Most rooms look like 
pushcarts,” a New Jersey retailer 
agreed. 

“My biggest 
none of the displayers put 
on their merchandise,” 
merchant wrote. 

Although the largest number of 
retailers called display methods 
good, more than half said that the 
merchandising information offered 
at showrooms they visited in 1960 
was only fair or poor. And slightly 
over half said fashion tie-ins with 
the shoes on display were only fair 


Louis 


need 


very 


store said, 


on tables.” 


that 
prices 
another 


objection is 


or poor. 


Hungry for Information 

The asked 
they thought should be done to im- 
The answers in- 
independent is 
that will 


retailers were what 
prove shoe shows. 
dicated that the 
hungry for information 
help him in his business. He wants 
He get 
meaningful merchandising help and 
he wants to come to the show to 
work. 

The indicated too that 
retailers as well as the manufac- 
turers’ representatives don’t want 
extra-curricular events to conflict 
with the visits to the showrooms. 


to be educated. wants to 


answers 


There was an interest in having 
evening clinics and conferences 
after the showrooms closed for the 
Merchants also felt educa- 
sessions should not carry 
price tags. 


day. 
tional 
“prohibitive’ 


How About Apparel? 

Retailers realize that their cus- 
tomers don’t think of shoes without 
giving some thought to apparel. 
They justly complained that there 
is too little coordination and coop- 
between shoe manufactur- 
apparel manufacturers, 
in preparing the show 
Shoe retailers said they 


eration 
ers and 
especially 
displays. 
want the 
the show sponsors, to supply them 
with fashion information they can 
use in making their purchases and 
in selling what they buy. 

And, after they buy shoes, they 
want some ideas for how to get rid 
of them again. Retailers indicated 
they would like the manufacturers 
to have in the display rooms, mer- 
chandising aids that can be taken 
home. 

Another 
manufacturers 
on shoe censtruction, materials and 


shoe manufacturers, or 


suggestion that 
information 


was 


include 


care and cleaning in their displays. 
Here are a few other comments: 


Shoemen Want the Facts 


“Attendants at shows should be 


predominantly style men and pro- 
able to give 


salesmen not 


who 
information that 
Shows should concentrate 


duction men are 
do 
possess 
on long-term buildup rather than 
immediate sales results.” 
“Information for shoes is coming 
far ahead of 


people need 


too 


Shoe 


out too early 
ready-to-wear 
more information on ready-to-wear. 
If we could see apparel first, then 
the could plan better 
Ready-to-wear information comes 
or shoe shows are too 
which is the 
ought to be 


shoes, we 
out too late 
don’t know 
something 
ag 


early. | 
but 
done about 


case, 





Industry association leaders will 
express their opinions of shoe 
shows in the Feb. 15 issue of the 
RECORDER. In the meantime, the 
editors welcome your opinions. Ad- 
dress your letters to the Editor, 
Boot and Shoe Recorder, 56th and 
Chestnut Sts., Philadelphia 39, Pa. 
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What's in a Shoe 
and How to Sell It 
(CONTINUED FROM PAGE 27) 

a Goodyear welt. This welting, large- 
ly non-functional, is a mock welt. 
This welt is attached to the exten- 
sion edge of the sole by stitching. 
When stitched, with the row of 
stitching showing up on the top 
surface of the welt and the bottom 
surface of the sole edge, the shoe 
closely simulates the Goodyear welt 
appearance. 

The Bonwelt’s sole is attached by 
cement, and except for the welting 
the shoe is made the same as a reg- 
ular cement shoe. 


Highlights of the Cement Shoe 
The 


salable 


cement shoe has some very 


functional features, as well 


as its more obvious fashion features. 


Sole-pressing machine which attaches the 
sole to the upper under strong compres- 
sion action that gives a permanent bond. 
Photo courtesy Compo Shoe Machinery 


It is this combination of outstanding 
functional-fashion features that has 
the 


popularity of the cement process in 


given such strong impetus to 
almost all major types of shoes. 

1) Lighter The 
process is a simplified 
process of shoemaking. For example, 
it utilizes lighter lighter 
and narrower outsoles, lighter filler, 
no welting, etc. This gives a lighter 
weight as well as lighter look to the 
and at the time 
vides sound construction. 

2) More flexibility: 
achieved through 
lighter weight materials. For exam- 
ple, lasting allowance is 
quired in a cement shoe than in 
either a Littleway or McKay. No rib 
between the and 


weight. cement 


relatively 
insoles, 
shoe 


same pro- 


This is 


use of less or 


less re- 


is present insole 
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outsole. The over-all result is a shoe 
that is supple and flexible. This 
means top comfort combined with 
fashion. 

3) Economy. The cement process 
is simplified shoemaking utilizing 
fewer operations, materials and com- 
ponents. This permits good quality 
construction, performance ap- 
pearance at moderate cost. 

4) Styling versatility. It perhaps 
permits the greatest range of style 
treatments and adaptations of any 
for 


toes, or 


and 


example, 
extremely) 


shoemaking process; 


extreme needle 


close-edged soles. The cement process 
has been heavily responsible for the 
vast expansion of footwear styling 
range that the 
past 20 or more years. 

The powerful 
strength shoe 
cements permits a shoe construction 
of great integrity while at the same 


has occurred over 
5) Performance. 


bonding of modern 


time permitting the use of the light- 
This 
that elegant fashion can be provided 
without 


ance values. 


est weight materials. means 


sacrifice of shoe perform- 
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Don't shy away from the man with "foot 
trouble" or a “har:J-to-fit" story. Properly fitted 
with Alden-Pedic Shoes he will become one of your 
best repeat customers and he'll teil his friends. Learn 
about our Foot-Balance® program today. 
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What the Leather Lines 


WO women’s leathers — Lasticalf and Llama 
Calf—both in lined weights, are being offered 
by Barrett & Company, Inc., according to George 

J. Martin, vice-president in charge of sales. 
Lasticalf is a smooth, flexible leather with a cush- 
iony feeling for use in dress shoes. Llama, in the 
has a somewhat smaller texture 
Both Lasticalf and Liama Calf are 
Council of wo- 


version, 
men’s. 
the full Tanners’ 


women’s 
than the 
available in range 
men’s fall colors. 

s 


The Benz Kid Company offers a wide range of fall 
colors in smooth kidskin. Outstanding fashion colors 
among these are: red fox; rico, a medium taupe-y 
brown, beautiful with black, according to Charline 
Osgood, fashion director; and plum, a blue purple. 

Also of fashion importance are madrid, a dark 
brown; taupe; java, a dark town brown shade; gold; 
cherry red, good with plum. The fall range 
also includes the company’s “famous navy blue,” well- 
ingbro; comanche; autumn brown, a medium shade; 
fashion blue, a medium blue; and wintergreen, a 
medium green that can be worn with blued or yel- 
according to Miss Osgood. 


color 


lowed greens, 
* 


New and novelty tannages are an important part 
of the fall line of Donovan Industries, Inc. Dream 
Calf, a very fine leather, is new. Chanonix is another 
calfkin, for unlined shoes. Tigrette, a suede kidskin 
with a textured look, has been very well received, ac- 
cording to Luciana Silvestri, fashion director. There 
shrunken calfskin with a two- 
leather 


Colosseo, a 
and Ortizei, an aniline textured 
for popular price shoes. Barcoro is a shrunken pig 
skin with a matte background, shiny on top. Pal- 
isander is a pure aniline on pigskin. Anilsilk is a 
pigskin effect on calf. Anilclub, a rugged looking 
leather, is for fashion well as handbags. 
Etched Calf is designed for casual shoes, flats 
the more rugged heel shoes. Oru Luxor, a 
boarded kidskin, especially suitable for draped treat- 
ments, has been created for evening shoes. 

The range of colors is in Deldisilk. Six 
groups are presented. In the neutrals, fumo, a re- 
peated taupe shade, is the best seller. Sycamore, a 
came! color, is a color for casual and back-to-school 


are also 


tone effect 


shoes as 
and 


soft 


widest 


selling. Teak and cameo are basic browns, teak re- 
placing bois de boulogne. Replacing town brown is 
chippendale, a dark Italian brown. Driftwood is a 
new brown with great fashion possibilities. 

There are three greens in Deldisilk: bronzy alpine 
leaves for tweeds; pine dust and promotional bewitch. 





* This listing of fall leather offerings is continued from 


the January 15 issue. 
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A group of promotion colors includes: satinwood, 


the most important red; amranth, a cordovan shade 
for off-beat promotion; garofano with a wine cast; 
ballerina, a young, bright purple; and black tulip, 


a deep purple tonality. Two reds, shocking for back- 
to-school, and cherry wood, dressier and fairly basic, 
form another group. Of the two grays, 
and viking, viking is the dressier and darker. 


chateau 
Leathers with a real leather look are the most im- 
portant characteristic of Donovan leathers, according 
to Miss Silvestri. 


Highlights in fall colors at R. D. Eisendrath Tan- 
ning Company are rust, golden browns, taupes and 
black-browns, plus a fashion color group, 
according to Mary Jane Burrows, fashion director 
The fashion group highlights purple, plum, true-blue 
greens, a cracker-jack gold and a rich elegant bur 
blackened wine, will be intro 
as the fashion color to black, brown, 
green and the neutrals in smooth calf, the 
slightly boarded Sesame calf, and Firenze calf 


special 


gundy. Granada, a 
accent 


Venus 


duced 


In the rust to brown family, these are the colors 
rustico, a rich clay color, influenced by pumpkin; bo- 
nanza, a brown with golden highlights, in the vicuna 
family, to be used in three different textures for flats, 
casuals, mid and high heels. The range of browns 
extends from a light taupe, crete, a good neutral for 
all year selling, to mushroom, a deeper taupe, an 
excellent bridge between the browns and grays, t 
the deep chocolate browns. These last are remi- 
niscent of the Italian browns, especially the dull matte 
look of Firenze calf, according to Miss 
Cioccolata in Firenze and café brazil in Chinchillan 
are outstanding. 


surrows 


Highland green is the new green, definitely blued 
in the fashion for fall. This green 
made three ways: in smooth Venus for 
shoes, in Sesame for lined and shoes 
for shoes. 

in shrunken and boarded 
creased. Sesame, a finely boarded leather, and Chin 
chillan, a shrunken leather, will be both 
lined and unlined weights. Firenze, a soft, supple 
dull-finished leather, and smooth, elegant Venus calf, 
are slated for continued popularity 


trend will be 


calf dress 
unlined and in 
Firenze casual 


Interest leathers has i: 


made in 


Over-all theme for Fleming-Joffe, Ltd., fall leathers 
is the antiqued look, according to a company spokes- 
News in Makassar is the soft, glovey tannage 
Other colors 


man. 
An important new color is orange sock. 
are Matisse purple and grasso, a repeated blackened 
brown. Iguana also blackened, two-tone look. 
Holly green is a new color in Iguana. French lizard is 
a very dainty leather and very popular now. In the 


has a 
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Are Offering for Fall . . 


Lusters are very important again for fall and glove tannages are in- 


creasing. Both shiny and dull surfaces are strong in women’s leathers. 


Brown is the No. 1 color family. The purpled reds and eggplant shades 


are an important promotion group. Gold is a strong overall influence.” 


Matisse 
blue 


“Sequinned Serpents,” a series of colors in- 


red, and 


tannage, a 


cludes green, yellow, vellowed orange. 


Burnished Kid is a new pure aniline 
in a genuine shrunken grain, for both lined and un- 
All the colors are dark with a blackened 
new Antico. It 


Antique Antique 


lined shoes 
look. 
Antique 
for unlined 


includes 
Goat; all 


the fall 
Lights, 


leather is 

Calf and 
Other 

line are imported Porcetto, not a pigskin; City 


Another 
Pig, 


shoes only. leathers in 


with a look, unbreakable and undamage 


] 


new shiny 


able, being made in a wide range of fall colors. Gala 


is a new leather, a contrasting stitching forming 


quares. In the lusters, dark colors will be featured 


Sweet Kid, three seasons old, in unlined weights, 


New 


will be burnt sugar; orange sock; hurricane, a green 


has a big color range colors this coming fall 


madison avenue; sophistication, a fuchsia; 
holly green. In a 
24-karat 


silver. In 


ish gray: 


Matisse purple and light weight 


Kid 


, . 
piatine leat and a 


sweet there is Aa gold; a gold leaf: 
pinky crushed lusters 


a gunmetal 
look. 


supple shoes is called Heav- 


made with real fish scales—there are 


and a bronze, both with a blackened A special 


lining leather for light, 
enly Lining 


At A. F. Gallun & Sons Corporation, Fandango is 
a new fall leather, extremely soft, mellow and com- 
It is designed to give the beauty of 
natural grain and the feeling of leather. It is offered 
in five promotion colors, in six basics and in black 
and white, according to a company spokesman. 

Other Milwaukee, Calcutta 
Calf and Strato. The first two are primarily in lined 
chiefly for shoes. All 
three are made in the full range of fashion and basic 


pletely aniline. 


leathers are Frosty 


weights. Strato is unlined 
colors. 

In fashion colors the following are highlighted: an 
’ eggplant; quinella, a dark neutral green; 
whist, a new deep taupe brown for high fashion; 
bingo, a new red brown for volume; lucky strike, a 
new spicy mustard tone; and royal red, a blued red 
for beautiful with fall 


“exciting’ 


coordination fashion colors 


a 
Several new leathers have been introduced for fall 
by Geilich Leather Company, according to Martha 
Geilich, fashion director. Calfalado is a calf leather 


made on the whole skin and specially finished. There 
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Criss-Cross with a two- 
soft grain. 


are two new plated leathers: 
tone effect 
There 
Oink. 


A wide range of colors characterizes all the Geilich 


and Gitano, a large, looking 
is a new textured split, pig-like in effect, called 
A repeated textured split is Corduroy. 

range from a blonde 
through vicuna for a leathery look; 
a dark shade, to black olive and perfecto, two high 


setter 


women’s leathers. They taupe 


through raisin, 


fashion dark browns. In the red browns, Irish 


hair, lightest in the red 


Mrs. 


rustwood, 


Auburn 


is a repeated color. 


browns, is new and the best selling, Geilich 


j 1n nab 
noted. Golden browns include spice caKke 


and honey. Three new reds—in addition to the colors 


mentioned—are in the brushed leathers They are 


red apple, chia and granada. Myrtle new 
green. 

In the glazed or Waxide leathers, there are two 
noted: sable and a taupe. In the 
are 


new green in 


brown tones to be 
reds, the two darkest, black cherry and granada, 
the best Waxide. The onl; 
Waxide is woodsy. Darker greens are 
The last two are also put with the 


shades in 
laurel, perfecto 
and black olive. 
brown family. 

A group of brilliant colors have been dyed in slip- 
These three shades of 
and cyclamen; como, a 


per leather. include red: 


chianti, plumage 
two 


one blue, 


blue and blue 
Two grays are included in Geilich’s fall leathers: 
london gray, a perennial, and very dark black angus. 


turquoise; greens, bird spruce. 


There are three golds: Dior gold, vam and private 
gold. 


Goniprow Kid Company, Inc., a crushed kid house, 
has a dozen colors for next fall. These include all 
the current basic and high fashion shades as shown 
by Charline Osgood, fashion director. There are wild 
honey; medium gray; copper; wood nymph 
a medium green; spice cake, two shades lighter than 
copper; Italian tan; loden pejo, 
pale gray; grape juice; ginger; capri, another Itali- 


tapejo; 


vecchi, an green; 
an tan. 
e 


Browns are still very strong, according to Heath 
Garver, style coordinator for Thomas B. Harvey 
Leather Company, presenting the fall line. Newest 
looking browns have a red cast. These include toasted 
brown, coppery ginger, spice and rusty autumn glow. 
The last two are new. (CONTINUED ON NEXT PAGE) 
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The gold influence appears in new 
gold rush and French blonde, a new 
camel, excellent for early promo- 
tion, Mrs. Garver considers. 

For fashion, darkened 
should have special interest after 
light shoe colors. These 
are the new darkened colors: shad- 
darkened port- 
elegant deep 
eggplant, a darkened reddish 
ple; roma, a colorful 
green. Autumn glow, a deep rust 
also fits into this family. 
Adora, a waxy 
leather, the 
are being tanned 
ordinated with the doeskin 
blonde; ginger 
rush; 
royal navy; 

chocolate; 


smoke and eggplant. 


shades 
so many 


ow green, a olive; 


ugal wine, an red; 
pur- 


deep blued 


tone, 
In new type of 
grained following 


shades and co- 
suedes: 
french spice; au- 
fashion 
shad- 


wood- 


tumn glow: gold 


brown; scarlet; 


ow green; swiss 


Rich, Warm Color 

rich, warm color—will play 
an important role in leathers for 
Fall 1961, according to Marianne 
Tater, fashion director at Hiteman 
Leather Company, Inc. A 
fashion family is plum-to-purple, a 
she calls it. Two 
and 


Col r 


new 


“lady-like purple,” 
offered—pierre 
gracie square, this last a plummy 
for the important eggplant 
clothes. Another 
olor is east end, a 


shades are 


shade 


tones in new 


fashion < cordo- 


tonality for tailored shoes. 


van 


Beekman, a 
come top fashion news, 


may be- 


Mrs. Tater 


} 
coior, 


spicy 


believes. 
Two reds are included in the fall 


line: strawberry red, repeated 


color, and st. regis, a pinked, blued 


red, a beautiful complement for 


fall f 


icil 


selling 
two 


good early 


There are 


abrics, a 
transition color. 
park, a deep blued 


greens: central 


greenwich, a_ grayed 


There is 
deep medium 


green and 


muted shade one 


gray 
in the line, avenue, a 
gray. 

The browns from gotham, 
the 


tans, 


range 


a no-color browned neutral in 


feeling of the Italian waxed 
to fifty-seventh 


b 


an almost 
these 


true 


street, 


lack brown Between two 


waldorf, a new medium 


. 
lies 


for volume selling. 


colors 


slated 
these 
calf, genuine pear] 
matte. Matte, Mrs. 
can become a big daytime leather. 
leather in the line is came- 


brown 


All are in smooth 


luster and 


Tater feels, 


A new 
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lot, an antiqued calfskin, made in 
brown, green, gray and wine. 


New Leathers and Colors 
Several leathers and many 
new colors mark the Fall 1961 line 
from Hermann Loewenstein, Inc., 
presented by Nancy Shapiro, fashion 
director. Terrazzo Calf is a new 
fine textured leather for lined 
shoes, aimed especially at the tail- 
ored market; made in both 
lined and unlined weights. It has 
a color range differing slightly in 
the two weights and concentrating 
tan neutral 
and black, 
with one bright new red, beefeater 

In the other new leathers, Puck- 
ered Pig is a shrunken leather with 
a matte effect. Matinée is a 
grain with a 
matte finish. Scotch 
grain for 
in Puckered Pig 
tan, falcon 
green, partridge, wildcat tan, can- 
Matinée is 
white 


new 


shoe 


on a range of brown, 


browned tones, gray 


cor- 
side leather 
Kiltie is a 
unlined 


rected 


Colors 
black 


treetops 


shoes 
include 
safari gray, 
red and natural. 
in ten tailored 
back for unlined shoes, Kiltie in six 
In the 
pinky taupe, is suggested as good 
for early July selling and cordovan 
for later, August and September 
Wildcat, a golden tawny color for 


nibal 
colors with 


anilines, sandalwood, a 


tailored types, was included in this 
of neutrals. Bright 
for utral ap- 


group aniline 


colors wear with ne 





Leather Institute Holds 


Opening Fete in Milwaukee 
MILWAUKEE 
held 

mark 

Institute of 


laboratories. 


Forma! 
here in 


cere- 


monies were mid- 


the opening of 
Leather Tech- 

More than 
worth of equipment has 
the 


3,000 sq. 


January to 
the new 
nology 
$60,000 
been installed in laboratories, 
which occupy ft. of space 
in the Allen-Bradley Hall of Sci- 
ence of the Milwaukee 
Engineering. 

The Institute, a research organi- 
moved to Milwaukee from 
University in Bethlehem, 
It is sponsored 
Co., Red 
(A. 


School of 


zation, 
Lehigh 
Pa., last September. 
by S. B. Foote Tanning 
Wing, Minn.; Ohio Leather 
Girard, O.; Pfister & Vogel 
ring Co. and Albert Trostel & Sons 
Co., both of Milwaukee, 
Rtueping Leather Co., Fond du Lac, 
Wis. 


Tan- 


and Fred 


parel colors included winter red, 
a deep blue red; cannibal red, an 
orangey shade, and purple. In the 
group of earth tones the most pro- 
motional are the red and orangey 
browns. Elegant dark 
wear with clothes in elegant 
included: falcon gray, 
phant gray, jet blue, new treetops 
Also suggested were black. 
for volume and very 


colors to 
fab- 
rics ele- 
green. 
sable (brown 
dark sudan brown for high fashion. 
Black dark plum, 


was this 


cherry, a very 


included in group. 


also 

New colors in Luster Technicalf 
included azalea pink, for hot pink 
wear, orangey 


evening purple; 


winter red; bittersweet 


paprika; 
black 
match 


and cherry Sandalwood is 


new to amber. Silver coin 


was sold to only a few customers 


last year Oriental was new in 


August or September 


There are new colors in Candia 
Calf and Sahara Calf, buffalo calf 
and lighter grained, 
No have 
introduced, Bel 
uga Calf and Gama Suede Calf and 
In Novo 


and 


skins heavily 


respectively new colors 


been however, in 
colors in Corkette 
Calf there nine 
black. The Loewenstein 
have 10 blacks, 


leathers 


no new 
are colors 
leathers 
im- 


not counting 


ported 


Unlined Weights 
There is no radical departure in 
colors for Fall 1961, ac- 
Max Kornreich, 
manager of R. Neumann and Com- 
pany. Women's 
buffalo calf 
reptile prints, 
trich In 


a new 


women's 
cording to sales 
leathers include 
in glazed anilines and 
hornbacks and os- 


side leathers there is 
with a 


The 
for unlined weights 


chrome 
silky 


today is 


tannage 


smooth, waxy feeling 
trend 


in women’s shoes 

Veu 

A new 
kote, 

fall in 

according to a spokesman for Pfis- 

ter & Vogel Tanning Company. It 


Leather Treatment 
Tite 
for 


a wide selection of leathers, 


leather treatment, 


has been made available 


was pioneered by a research group 
of which this company was a mem- 
They are offering it to the 


trade only after exhaustive testing 


ber. 


at both the laboratory and produc- 
Adding to the scuff 
leather, Titekote 


tion levels 
resistance of the 
tighter, cleaner grain 


(CONTINUED ON PAGE 37 


imparts a 
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by BILL ROSSI 


Inside Shoe Business 





Tired Shoes, 


NE trouble with America today is that it’s walk- 

ing around in “tired’’ shoes. And one trouble 

with shoe business is that it’s letting America 
walk around in tired shoes, 

Now, a tired shoe is simply an old shoe that should 
xo into retirement but hasn't. It has lost its fresh good 
looks, its shape, its performance efficiency, its relation 
to current styling. Sometimes it clings to life by the 
frazzled fallacy that there’s nothing as comfortable as 


an old shoe 


{1 Comforting Illusion 

The misfortune is that there are tens of millions of 
these tired old shoes shuffling the streets today—shoes 
long eligible for retirement, but stubbornly hanging on. 
Then there are additional millions of shoes stuffed in 
dust-coated, but just ly- 
ing there to give their owners a comforting illusion of 
Nevertheless, 
this illusion acts as a check-rein on new shoe buying 


closets—unused, outmoded 


having a substantial shoe wardrobe. 


Now, if tired shoes is one of our problems, then tired 
The 
If millions of people 


selling is largely responsible for it whole thing 


sums up to simple psychology 
think it all right to walk around in tired shoes, or to 
keep closets stuffed with tired but unused footwear, it’s 
sold the 


because we're 


consumer on a “shoe re- 


not 


we haven't 
plan.” It’s 
stimulation and ideas to 
for the 
consumer to replace or discard 


because 
tirement delivering the 
shoes” something 
that 


with 


make “new 
and motivate 
those tired shoes 


truly exciting consumer 


more trequency 


Transferring a Conviction 
All selling begins with a conviction on the part of 
the seller. And selling concludes by successfully trans- 
ferring the seller’s conviction to the buyer. So if con- 
sumers, year in and out, are buying about the same 
(averaging 
we've lost some of the conviction of our convictions. 


pairage 3.5 pairs a year), then apparently 
I contend that we place too much emphasis on sélling 
shoes and not enough on selling ideas that. stimulate 


interest in shoes. I contend that the heavy emphasis is 


on customer servicing rather than customer selling 


and that the difference is enormous. 
Last vear one million quarter-inch drills were sold 
not because people wanted quarter-inch drills, but be 
cause they wanted quarter-inch holes. The same deep- 
rooted principle applies to shoes. People don’t buy shoes. 
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‘Status 


Tired Selling 


People have a purpose or need or want in mind—and 
they buy shoes to fit that purpose, need or want. They 
buy purposes, not products. The product is secondary— 
simply to serve the purpose. Thus, all selling resolves 
into ideas that stimulate and inspire wants. 


The Status Quo Is Obsolete 

The most inane and reactionary belief being foisted 
upon the American people today is the idea that product 
obsolescence is a deliberate evil exploited by business 
and industry. This is expressed in such popular books 
as The Waste Makers, The Hidden Persuaders, The 
Seekers, But the greatest that can 
strike a nation is resistance to change. There’s nothing 
more obsolete than the status quo. Every industry is 


etc. evil 


morally obligated to work on obsolescence as its con- 
tribution to a healthy, growing society and economy. 
Tired shoes are obsolete shoes. They need to be put 
into retirement. This takes fresh, inspired selling, dar- 
ing and creative approaches. Perhaps we need a new 
“salesmanship.” For example, the 
means good buying. And the word “eupo- 
means good selling. So instead of salesmen and 
merchants for the 
new plan a eupoletic will go out after a eupriatic. And 
enough 


word for word 
“eupriatics” 
letics” 
customers, under 


waiting around 


when enough eupoletics get together with 


eupriatics, shoe business will hum. 


The Great Need 

Once a man who made two blades of grass grow 
where one grew before was a public benefactor. Then 
came the fellow who found out how to grow two blades 
at the cost of one. Now the great need is for men who 
can find ways to use and sell two blades instead of one. 

We know that this has happened with our agricul- 
ture, where production has far out-paced consumption, 
piling up billions in surpluses. And we know even more 
intimately that this is the situation in 
where even in our best periods the industry produces at 
only 70 per cent of capacity. Our obvious need and 
opportunity is to step up the pace of shoe consumption 
by stepping up the pace of selling. For the consequence 
the tens of 
the 


now shoes, 


of tired selling is a surplus of tired shoes 
millions of pairs of fatigued footwear walking 
streets and cluttering the closets. 

What shoe business needs to get across is a shoe re- 
tirement plan backed by the incentives to make it work. 
And “incentives” add up simply to the ideas fresh and 
stimulating enough to motivate consumers. 





He Built a Business 


On Wooden Soled Shoes . . . 


A specialty line developed during the depression of the 1930s has 


become a standard part of the local scene in Portland, Oregon. 


Oscar Auestad, Jr.. son of the founder, shows 


OODEN SOLED SHOES sin hoes, 
Holland n his youth 


opularly called a “Dutcl 


to those worn in 


nave been d vel yped Into a sur j 
cessful business in Portland, Oregon. A specialty s! lecorated with a buckled strap, and 
ishion 


the M iitnom h asted sole T ne soles are protec ted with a crepe ¢ 


which has been in its present location in 
Hotel since it began as a business in 1936, makes these to cut down wear on the curved wood. They are made 
Oscar to order in men’s and women’s sizes, and come in nat 


ural or white leather, although colored leather can be 
retail for $11.95 today, just 


shoes and also deerskin, Indian-type moccasins 


Auestad and his son, Oscar Auestad, Jr., are 


Ay 


the owners 
and operators. provided on request. They 
During the depression, when earning a living became about double their origin: 

problem, Auestad started to carve the wooden soled CONTINUED ON PAGE 38 


a 


“Woods” come in two popular styles, the sandals and the Dutch style. Soles by themselves are at left. 
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What the Leather Lines 
Are Offering for Fall 


(CONTINUED FROM PAGE 34) 
without interfering with porosity or 
breathability. 

Play-Pevee-Velours is one of the 
leathers that will be available with 
the new treatment for fall. Colors 
in this leather include deep greens, 
green golds, bronze hues and true 
browns, all keyed to fall color 
trends. Featured colors will be 
brigand, shetland, dusky brown 
green, hemlock, locust, green gold, 
killarney and, of course, black, all 
designed to be used in women’s 
casual shoes and moccasins, as well 
as men's dress and casual lines. 

This full range of colors will also 
be used in a full-chrome dress and 
casual line of leather embodying 
the scuff-resistant feature and 
known as Tikola. It is designed 
for more finely detailed and pat- 
terned shoes. 

Meeting the requirements for a 
softer, mellower leather, this com- 
pany is presenting the full-grain, 
drum-dyed Mocco-Placid line in 
two greens, olive and cactus; wal- 
nut, a full-bodied brown; bright 
caliph red; natural saratoga brown 
and deep, full gray charcoal 

The Pfister & Vogel line also in- 

udes several leathers for work 
and sports shoes: Corsair; Rowdy; 
Flesh & Grain Wiscona; Vulca, a 
retan adapted to vulcanized proc- 
ess; Parka for the higher priced 
junting boots. Children’s leathers 
and two grain leathers are also in 


the fal] leathers 


Stresses Harvest Tones 

Harvest tones will be stressed by 
Fred Rueping Leather Company 
in several leather lines for fall, 
according to Rollie Jensen, adver- 
tising manager In Cherokee, a 
richly aniline leather with a _ boot- 
maker custom finish and a satin 
soft, waxy feel, new colors are 
corn syrup, a russet brown; cat- 
tail spike; frosted flax; palomino; 
grapevine; eggshell and catalpa, 
all designed for women's dressy 
casual shoes. Alura is offered for 
women’s medium and_ popular 
priced casual types, ties, dress flats 
and little heels. It is an aniline 
leather and features a_ unique 
dusted finish with delicate shading. 
(CONTINUED ON NEXT PAGE) 


February |, 1961 


(Heamiiug— 


PATENT LEATH =i 


for young-thinking men 


Patent Leather 
SLIP-ON 

Style 1729 

C 7-12 

D 6-12 


Patent Leather 
OXFORD 

Style 1725 

B 8-12 

C 7-12 

D 6-12 


Styled with a sleek, modern touch, these Yorktown oxfords 
and slip-ons in fine patent leather have instant appeal to an 
important group of today’s style-conscious young men. They 
offer an extra profit opportunity to Yorktown merchants. 


IN STOCK FOR IMMEDIATE DELIVERY 
from Yorktown's Complete In-Stock Line 
140 Men's Styles ($10.95-$15.95 retail) 
28 Boys’ Styles ($8.95-$9.95 retail) 


Nationally Advertised in 


ESQUIRE 





FOR MEN AND BOYS 


THREE GENERATIONS OF FINE SHOEMAKING 


also makers of Air-tred Shoes for Men 


GARDINER SHOE CO., INC., GARDINER, MAINE 
New York Office: Marbridge Bidg., 47 W. 34th St. 
Far Western Distributors: 
Soinit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 





New shades actively sampled are 
wood smoke, desert flower, georgia 
clay, sweet chocolate, twig, grape- 
vine, pale lilac and azure sky. 
Other leathers include Manitou, 
a full grain, glove-soft tannage, 
lightly finished for the quality look 
in dressy casual and children’s 
available in seven new 
A Zephyr Weight leather, 
lustrous and smooth, is offered 
in kip only for women’s _ tail- 
ored and dress footwear. Wash- 
able white is the volume color in 
elk-tanned Kankakee for 
children’s shoes. 


shoes, 


colors. 


casual 


and 


Greater Mellowness 

Helios, a very successful leather 
with Seton Leather Company, is 
continuing to have wide 
ance, according to Richard Kalten- 
bacher, speaking for this important 
leather 
black, gunmetal, 
dark 
attention to 
proving their tannages, he 
leathers have achieved a 
-ater mellowness in the fall 


accept- 


tanner of Colors 


patent 
for fall include 


brown. 
im- 


blue and town 


constant 


navy 
In their 
notes, 
seton 


line. 


Women’s Weight Kangaroo 
increased attention is 
given by Ziegel, Eisman and Com- 
pany to weights in kan- 
garoo leather, according to Francis 
Berry, spokesman In 
their 


being 
women’s 


company 
pearl luster-finished 
now two old 
the popular 
well as black and dark 


kan- 


garoo years colors 


include all pastel 


shades, as 


ue 


He Built a Business 
on Wooden Soled Shoes 
CONTINUED FROM PAGE 36) 


When the wooden soled shoes first 
appeared, they became extremely 
popular with high school and college 
yirls. During the years through 
World War II, these shoes were a 
standard part of every local student’s 
wardrobe, although they were rarely 
from the Pacific North- 
west campuses. These wooden shoes 
have great practical value in a coun- 
of primarily warm, rainy win- 
ters and springs, for they provide 
excellent protection against muddy 
puddles and the wearer avoids the 
nuisance of carrying rubbers or rain 
boots. 

Their popularity with students has 


seen away 


try 


somewhat waned since 1950, although 
they are still a steadily selling item. 
They are now more popular with 
women who do their own gardening, 
because of the shoes’ protective and 
sturdy qualities. 


Expanded the Line 
About 1950, the Auestads ex- 
panded their operation to include a 
line of moccasins and other 
shoes made of Western deerskin, 
famous for its softness, comfort and 
durability. A special tanning process 
is used to produce a soft, silky leath- 
er, and all articles with 
nylon thread for greater strength. 
Some of the six styles made of deer- 
skin in the Auestad shop are lined 
with deerskin and the others 
are rayon lined, using a_ strong 
tackle twill. About half of the deer- 
skin shoes entirely by 
hand. 

The leather for the deerskin shoes 
is obtained from local lockers where 
hunters bring their deer each fall to 
be dressed. The Auestads keep their 
10 employes busy cutting and sew- 


casual 


are sewn 


also, 


are made 


ing about 150 dozen deerskins a year. 
They 
month during the rush season, from 
September to mid-December. 

One of the most popular shoes in 
the deerskin style 
“Gluv-Mocs,” the Auestads 
say, “it fits and like a glove.” 
It is cushion 
leather 
white, men’s and women’s sizes, for 


use as many as 20 dozen a 


line is a called 
because, 

, 
feels 
with a 


rayon lined 


insole, comes in suntan or 
travel or lounging wear, and retails 
for $8.95 and $10.95, de 
pending on the size. “Hi-Mocs,” a 
similar design, but lined, 
also is available in suntan or white, 


between 
deerskin 
in men’s and women’s sizes, and re- 


tails for $12.50 


$13.95 


women’s sizes) and 
“Hi-Mocs” 


instep adjust- 


81zZes 


tie for 


men’s 
have a leather 


ment 


Authentic Indian Design 


An authentic Indian design is “Hi- 
Top,” deerskin lined, in women’s 
sizes only, with a cushion leather in- 
It too comes in suntan or white 
and retails for $12.95. 

The “Sport Casual” is an oxford 
tie style, with an outdoor sole for 
It is deerskin lined and 
has a cushion leather insole with a 
cushion-crepe wedge heel. Made in 
suntan or white, it comes in men’s 
and women’s sizes, and retails for 


$18.50. Golf spikes can be added to 


sole. 


sports wear. 


this shoe, in which case the price 
rises to $27.50. 

Two other styles are “Moccasin 
Toe,” for men, with a cushion leather 
insole and a retail price of $9.95 for 
sizes 6 to 12 and $10.95 for extra 
and “Ballerina” for 
deerskin lined, with a 
suntan or 


large sizes, 
women, fully 
foam 
white, retail price $12.95. The “Bal- 
lerina” can be made to fit by pulling 
up the deerskin drawstring bow that 
the 


rubber insole, in 


decorates toe 
Folding Slippers 

The only style made by the Aue- 
stads, besides the wooden soled shoes, 
which is not of deerskin is “Skuffs,” 
slippers, which 
cowhide in men’s 
for $5.95. However, 
obtained in 
for 


folding travel are 


made of and 
women's sizes 
the “Skuffs” 
white deerskin 
$6.95. 


may be 
in women’s sizes 
Other leather items in the Auestad 
shop for 
shoes are a zipper moccasin 
pack the “Skuffs” in for travel, 
two styles of pouch bags, one beaded 
the drawstring 
without decoration. Deerskin gloves 


good tie-in sales with the 
ase to 
and 
and other a style 
and a two-zipper money belt complete 
the line The 
the beaded bags are the only ones not 


latter two items and 


the A jestad shop 


made it 


Profile: Fred J. Diamant 


CONTINUED FROM PAGE 22 


All this served him well, even 
the 
Fred 


rate, 


tions 


tually, but at time you couldn't 
prove it by 
At any 


came to the United States for a visit, 


when his parents 


in "38, Fred persuaded them not t 
return to Europe in view of the dif 
the 


ficulties over there. Once again, 


practical application . . . a case of 
the shoemaker sticking to his last 
Herman the father, de- 


cided to start a shoe factory of his 


Diamant, 


own and figured Fred as his capital 
it the F. J. Dia 
mant Shoe Company. 


asset. They called 


Ten Flights of Stairs 
“We bought a little factory on the 
tenth floor at 55 East 11th Street in 
New York City,” 
we made luggage sandals for men. I 
work week, 
5:30 in the morning until late 


says Fred, “where 


used to seven 
from 
at night. 


days a 


Since the elevator wasn't 


(CONTINUED ON PAGE 40 
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Easy, pust 


» on Buntees 


button operatio 
infant and baby sh 


9f Hytronic Cutting Machines cuts production 


9es at R. J. Potvin Shoe Company, Brockton 


CUT COSTS, INCREASE PRODUCTION 
...that’s the result when Hytronic*® Cutting replaces Clickers! 


“Six Hytronic Cutting Machines do the work 
of seven Model C Clicking Machines increase 
production 15% while practically eliminating die 
sharpening and repair costs operators make 
more money and produce more shoes with less 
effort, resulting in better quality’’ reports Richard 
J. Potvin, Jr., Vice President of Manufacturing, 


R. J 


reduced costs for new dies 20% while eliminating 


Potvin Shoe Company. “In addition we've 


several manufacturing operations by incorporat 
ing special features in the die itself. We were able 
softer action of the 


to do this because of the 


Hytronic cutters 


“Our savings in die repair and sharpening more 
than pay for the additional cost of the Hytronic 
cutters; we have not sharpened one die in two 


years, now use lighter weight dies. Each cut is 


clean, manual finishing has been 


A savings of $60.00 weekly in sandal 


precise and 
eliminated 
production results by combining perforating and 
with die thus saving two 


marking cutting, 


operations 

‘In a few weeks an operator upped his produc- 
tion from eight to twelve 36-pair cases of top 
leather. Concurrent with our constant search for 
an improved product is our attempt to provide our 
employees with better working conditions while 
increasing our production.” 

The experience of Potvin Shoe Company with 
BAC Hytronic Cutting Machines is representa- 
tive. Other shoe manufacturers tell us that they 
are obtaining similar advantages in cutting upper 
Find out about them 
first hand; phone for a trial today 


leathers, linings and insoles 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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Profile: Fred J. Diamant 
(CONTINUED FROM PAGE 38) 


running that early in the morning, I 
had to walk up ten flights of stairs. 
The first thing I did was to heat the 
pitch in the lockstitch machine, so 
that by the time the other employees 
arrived it was ready for them. By 8 
A.M. I had already done several 
hours work. Over the week-ends, the 
elevator didn’t run at all. What to 
do about lunch? It wasn’t worth 
going up and down the stairs again 
for that! We solved it. My mother 
would put my lunch into a pulley con- 
traption that I had contrived and I 
used to pull it up. Those were ardu- 
ous times; but also happy times. We 
soon outgrew these quarters and 
moved to 35 West 3rd Street.” 


The Desco Shoe Corp. 

In 1940, when Fred was 24 years 
old, his father had a heart attack. 
The logical and sensible thing to do 
was to strengthen the status of the 
company. Max and Jacob Eisenberg 

cousins of Fred's brother-in-law, 
Emil Eisenberg) had some available 
capital but no knowledge of shoe- 
making. They decided to put their 
money to work; and on May 10, 
1941, the Desco Shoe Corporation 
was created. The factory was moved 
to Long Island City. By this time, 
they had added the manufacture of 
women’s luggage sandals, too. Actu- 
ally, this started them off on the slip- 
lasting process. They felt something 
could and should be done to make 
this type of women’s shoes less heavy 
and clumsy looking. 

“My father had slip-lasted 
shoes in Italy way back in 1931,” 
says Fred, “and felt they had ter- 
rific possibilities. Now, in ‘41, 
thought we would play around with 
the idea. We made a few shoes, just 
for the novelty of it. Platforms, too, 
were just appearing on the horizon. 
We added another factory in Web- 
ster, Mass., and put my brother-in- 
law, Emil, in charge. 


seen 


we 


“Then came rationing and M-217. 
3ut we were not affected. We made 
non-rationed shoes . . . lots of them 
... the best in the industry because 
of our special know-how. At the 
time were the big problem. 
Others out in several weeks 
but ours outlasted the uppers. We 
sure had ’em guessing. Actually, it 
was a case of using our ingenuity. 


soles 


wore 


Making the most of what was avail- 
able. We bought used fire hose, made 
of the purest Irish flax. Laminated 
two or three layers with animal glue 
and sprayed on vegetable 
People used to take them apart to 
try to discover what it was; but we 
doubt whether they ever did find 
out.” 


color. 


20,000 Pairs a Day 

They bought another factory in 
Little Falls, N. Y., where they made 
children’s non-rationed shoes, Then 
another factory in Auburn, Me. In 
fact, they bought every factory they 
could get their hands on. Ultimately, 
production exceeded 20,000 pairs a 
unrationed, slip-lasted wo- 
men’s 


day . 
men’s, children’s and 
shoes. They also served patriotically 
Made gun holsters for the Marines, 
hospital slippers for the Navy and 
felt inner boots for the Arctic Ser- 
vices. After the war, they gave up 
the children’s and 
concentrate once again on women’s 
shoes only. 

When rationing was lifted, many 
of their large customers went into 
the 
1946, another 
field. There was a definite need for 
wide widths. They experimented 
with, then produced Ré 
width comfort 
arch cookies and sponge rubber cush- 
ioning. From this to air-filled, then 
foam cushioning. They 


sition soles on their Revelations . . 


some 


men’s shoes to 


slip-lasting business. So, in 


Desco decided to try 


re lations 


casuals with 


wide 


put compo- 
when everyone wanted leather 

and proved that these could be style 
ful and ideal for the sturdy shoes 
that the heavier woman needed. ““We 
also knew that in composition soles 
one pair would be just like the next,” 
Fred. “We believed in 


composition soles since the very be- 


says have 
ginning and modestly feel that we 
helped considerably in their recogni- 
tion. 

tevelations were most successful 
All operations expanded. Desco added 
another factory in Exeter, Pa. 

All this was simply and almost a 
prelude to the “RED 
As Fred tells it: “About 


ceremonial 
CARPET.” 





COMING February 15: The N.S.M.A. 
and the RECORDER are conducting 
an Age/Size survey of shoe mar- 
kets. If you are a retailer, YOU 
can take part in this survey—one 
of the most important ever con- 
ducted in the industry. 


three years ago, We came across some 
urethane from Europe. We tested it 
and became acquainted with the va- 
rious properties that this material 
had. It uniform, lightweight 
and bouncy .. . something new that 
could give tremendous cushioning on 
the inside and only a thin wedge on 
the outside. We called it the ‘RED 
CARPET’ and presented it to the 
consumers for the first time, in May 
59. The first shoe was an open san- 
dal tremendous 


success. 


was 


and it proved a 

“The following season, for fall, we 
developed a closed shoe and this had 
immediate and even more enthusias- 
tic acceptance! The whole construc- 
tion is called ‘Red Carpet’ and is our 
registered trademark. We feel it has 
given a boost, not only to the casual 
shoe category but sport shoes as 
well 

“What's the secret? You 
have to start with a very good last. 
That's the real foundation; and never 
with We have 
improved production methods 
many Have out the 
flaws until now we have it: one-half 
inch cushioning throughout the in- 
side of the shoe, with controlled lock- 
he ball, to prevent flo- 


Simple! 


compromise value 
our 


times. ironed 


stitch across 
On 
16 iv 


something that everyone can use and 


tation. the outside, all vou see 


is a wedge. Comfort is 


we have combined it with style and 


an excellent construction and the 


have recognized it 
rt 


‘Red 


consumers 


Thev’ve bought our Carpets’ 


and loved them.” 


A Natural for Promotions 


Desco’s daily production at their 
two factories (one in Exeter, Pa., 
the other in Webster, Mass 


in excess of 7500 pairs and “Red 


and 
is now 
Carpet” accounts for 8&5 per cent 
of it. It’s a natural for promotions 
in family 


department stores. Recently, Desco 


shoe stores as well as 


borrowed a length of the red carpet 
upon Queen Elizabeth trod 
during the inauguration of the St 


which 


Lawrence Seaway for their “Royal 
ted Rich- 
ard’s in Miami; Pizitz in Birming 
ham, Ala.; and Wm. Henry In 
in St. Petersburg, Fla. This kind 
of promotion has proved to have 


Carpet” promotions at 


strong consumer appeal and impact. 

In the 
Diamant is president of Desco. Emil 
Eisenberg, his brother-in-law, is 


corporate set up, Fred 
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vice-president, in charge of produc- | 


tion. Jacob Eisenberg is secretary- 
treasurer, in charge of finance and 
credit. There are 605 factory em- 
plovees, forty office jeople and six 
designers. They have a completely 
equiped pilot plant in their building 
at 209 West 33rd Street in New 
York, where they make all of their 
models, patterns and samples. After 
thev finalized they 
put into production at the factories 


are here, are 


The Crazy Berliners 


Fred Diamant has not been con- 
tent to let ride. He is 
constantly methods for 
improving the product. At the same 


success 
seeking 
time, he keeps radar-eye alert to 
detect new possibilities. His is truly 
a combination of the old world and 
the new . a knowing continental 
air that is mixed with an unsophis- 
ticated American grin. He recount- 


ed some incidents and experiences 
out of his past, prior to his arrival 
the U. S., that 


tribulation 


filled with 
But 


some 


were 


trial, and travail. 


he would always interject 


humorous and delightful anecdote 
that would offset the pathos. 


of the funniest 


Some 
“Jack 


Berliners” 


included the 


and Joe, the Crazy era, 


when he was 13 vears old. He was 
Jack of the combination and played 
some very nice places. 
when Fred’s 
That didn’t 
At 15 vears of age, 
Booked 


and 


the piano in 
They 


true age was discovered 


were booted out 
discourage him 
he became an impresario 
talent for 
teas and other social functions. The 
fact that Fred 
music hasn't fazed 


high school dances 
read or write 
bit. To 
this very day, music composition is 


can't 


him a 


his avocation. He simply plays onto 
a tape recorder and then it is tran 
scribed from the tape. He once made 
a record for the Five 


and Ten in 


Berlin. He prefers jazz, popular and 
semi-classical music. 


He is 


dren. 


married and has two chil- 
“T am trying to give my son, 
who is twelve years old,” Fred says, 
“the same feeling for shoes that my 
I think good, hard 
healthiest thing 
for human beings. Hard work never 
hurt anyone. I forget 
when I sit down at the piano. My 
other modestly collect 
paintings by impressionists and con- 


father gave me 
upbringing is the 


everything 
interests? I 


temporary artists. I also collect mini- 


ature shoes.” 
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MARKET! | 


The completely re-decorated 
Sheraton-Atlantic Hotel has the 
perfect location plus special 
conveniences just for you! 
Now that the Sheraton-Atlantic has 
completed a vast re-decorating pro- 
gram, it’s more of a “buy” than ever! 


in the 
heart of the market, close to Penn 


The location is perfect for you 


Station, with all subways and buses 
1400 rooms (1,000 of 
them air-conditioned), all with bath, 
radio, TV. All this plus these special 


services: all sample rooms completely 


at the door 


re-decorated, free clothing racks, ad- 
vance listings on lobby bulletin boards 
It's your hotel! Write for buyers’ rates. 


MEMBER OF DINERS’ CLUB 


@3 HERATON: 
ATLANTIC 


Hore. 
Broadway at 34th St., New York City 
Across the street from the Marbridge Building 


‘Letters... 
That Needle Toe Rut 


Editor: 

Your editorial, “The Needle Toe Rut,” 
in the Dee. 15 Recorver will doubtless 
give many shoe retailers (and manufac- 
turers) who are loaded to the hilt with 
needle toe monstrosities some food for 
thought in the immediate future. 

If you talk to people in other lines 
many would perhaps tell 
you their line was the worst. But we in 
KNOW which is the 
worst: a visitor from outer space might 
industry is in 


of products, 
the shoe industry 


easily conclude the shoe 
a conspiracy to cripple every man, Wo- 
man and child. 

When we went through the pointed- 
toe fad 40-odd 


women’s style 


years ago, I was in the 
shoe racket, and I was 
caught with shelves full of this junk 
when. practically overnight, the “French 
There are now 


toe” became the fad. 


many indications that “history” is about 
ready to repeat. 

It will be 
done with the needle toes this 
1920s 


were dumped into Cuba at 50¢ a pair 


interesting to watch what 
will be 
time. In the thousands of pairs 
The needle toes have crippled thou 


sands of feet and now, I dare say. will 
“smart operators” 
doubt if we 
sale bv not having 


stock. 


STADOR 


bankrupt quite a few 
n the 
missed a 


shoe industry. I 

single 

pointed toes in our 
CARI 
STADOR'S SHOES FOR CHILDREN 


EVERETT, WASH 


Praise for Podiatrist 
Editor: 


I saw vour magazine in a subscriber's 
store and | was very impressed with an 
article written by Dr. Morton H. Walker 
“Bunions. the Civilized Woman's Claim 
to Fame.” Recorper, Dec. 15 

We make and sell 
and the 
struck 


who Is 


womens comtort 
the doctor 


Your 


customer, 


shoes item 


walking 


wrote about home. sub- 


scriber, also our 

showed the article to several of his cus- 

tomers to help him sell our shoes. 
CHARLES HOWARD 
STYL-EEZ SHOE CORP. 


AUBURN, ME 


Editor: 
I am a traveling salesman and I read 


an article in your magazine which im- 


pressed me very much. I sell orthopedic 
and the 
Morton H 


If some of my 


shoes, column written by Dr. 
Walker is very enlightening. 
retail customers would 
read more of such printed matter, it 
would make my selling job much easier. 
MORRIS ELB 
DAVID BROWN SHOE CO., INC, 


BALTIMORE, MD. 
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Sales Fail to Clear Shelves 


merchandise 


Reduced 


move as St. Louis shoppers spend 


fails to 


time looking but not buying. Re- 
tailers plan to emphasize pastels 
but 


in spring promotions, see 


patent, bone and blue as top 


volume colors. 


By VIRGINIA MARSHALL 


ST. LOUIS—St. Louis retailers 
hope that the lethargic pace of Jan- 
uary clearances is not an indication 
of what the entire year will 
Even at huge percentages off, 
women’s footwear is sticky. 

Clearance tables were piled high 
to start with, and appear to be al- 
most as high after a month or more 
of drastic pushing via advertising 
Almost any shoe you can name, as 
far as leather, color, heel or toe, is 
represented in the clearance racks. 
Customers have a wide choice—and 
excellent price—and it’s still 
“Just looking, thank you!” It be- 
gins to look like outlets 
will have more pairs to out 
than they anticipated. 


be. 


an 


women’s 
job 


New Patterns Appear —In the 
annual reductions, men’s and chil- 
dren’s dealers fared better than 
women’s. At markdowns averaging 
15 to 20 per cent, children’s depart- 
ments have cleared their stock 
shelves steadily, but not adequately 
enough to strengthen their cash po- 
sitions to meet spring expenditures. 
Suburban dealers are looking back 
on an excellent December for storm- 
boots, slippers and accessories, fol- 
lowed by a sluggish January. Some 
early spring patterns are coming 
into the stores and are contributing 
greatly toward pepping up the dis- 
plays and adding color to peg- 
boards. 

Several men’s stores say that they 
cleared their discontinued patterns 
and colors quite promptly after the 
first sale ads ran in early January. 
These men’s dealers say also that 
their volume of pairs to clear was 
low to middle-low this year, reflect- 
ing a substantial number of “good 
book” days from October | straight 
through Christmas week. 


Pastel Promotions —— Promotional 
plans for the six weeks ahead, 
dealers say, hinge on what comes in 
to them from the producers. How- 
ever, they have not been advised by 
manufacturers that any of the 
spring patterns they have on order 
will be delayed in shipment. It is 
generally expected that there will 
be heavy promotional emphasis on 
some of the spring pastels, possibly 
suyers see patent, 
that 


green strongest. 
and navy, in 
top volume. 

Good selling patterns at regular 
for 


with 


bone order, as 


prices currently include these: 
black 
cutouts or 
pumps in bone, 
19/8 heels; 
trons’ walkers, slipons over straps; 


women, patent pumps 


vamp quarter cutouts; 


ombre tan and 


Drown on open-toe ma- 
black calf triple needle pumps with 
an asymmetrical draped vamp. 


Teen Leaders—For teen girls, red 
flatties with gold buckle trim; bone 
luster flats with a jeweled vamp; 
shell cut black smooth double needle 
flats; 23/8 black patent plain pumps 
with a squared throatline. 

For grade school girls, black pat- 
ent pumps tiny 
brown calf 4-eyelet ox- 


one-strap with a 
vamp jewel; 
fords with removable kiltie fringe 
tongue; red calf swivel straps 

For boys of all ages, slipons. The 
slipons both gored and 
gored, light grains are predominant 
and antiqued are running 
ahead of black. 

For men, 
nished olive colors are tremendous 
sellers in popular price and highe: 
price brackets 

St. Louis retailer charts 
that footwear for active sports ac- 
counted for a larger chunk of sales 
in 1960 than in any past year. There- 
fore, some here say they 
plan to step up their buy on golf, 
bowling and regulation basketball 
shoes and to widen their coverage 
of the sport shoe field. 


are non- 


browns 


black jade and bur 


show ed 


dealers 


Heaven to Seven is the name of a 
new children’s shoe and apparel 
store in Shreveport, La. Owners are 
Dan and Jack Faour. 


Miami Shoppers Pick 
Bone—After Black 


MIAMI Bone, 
and heavy linen, is the “big noise,” 
according to a buyer at one large 
downtown department store. He 
claims there’s a little action in pas- 
tels—pink, blue, orange and yellow 

in the pattern pump, ornamented 
and having an over- 


in both leather 


with buckles 
laid vamp. 
The triple needle 
sales and the double needle is in 
In double needles, the 


toe leads in 
second spot. 
styles on a 21/8 heels have been 
selling good. Brown-and-white and 
blue-and-white 
beginning to move. 


spectators are also 


Black Patent——There is continued 
interest in the black patent pumps 
on both high and medium heels at 


department store 


another 
Here, the 
medium and also 
considered “strong” Both 
the double and triple needle toes 
are getting action. There is also a 
little interest in the lighter shades 
of green. 


large 


bone pumps in calf on 


high heels are 


sellers 


sright colors lavender, yellow 


and blue—are important at another 
large department 
black patent is still the top selec 
Pumps are the leading style 


shoe However, 


tion 


in everything. There's been no re 


sistance to the triple needle, but the 


double needle is selling well. Bone 


leathers, as well as red and blue 


pearlized numbers, are strong on 


the 24/8 heel 


and blue are 


Casuals in red, pink 
strong 
The 
provided a 


And, They're Off! 
of Hialeah Racetrack 


ra special spectator pro 


opening 


han 4 fo 
motion. Results were excellent. In 


terest of the customers about 
among 


brown-and-white 


was 
blue-and 
black 
and-white spectators. Paisley prints 
in resort colors with matching bags 
went exceptionally well. 


equally divided 


white, and 


A downtown store carrying mod 
erate-price shoes reports interest in 
bone leather and luster leather. The 
luster leather is just slightly ahead 
of the leather in White 
ter leather leather are 
getting some attention. 


sales. lus 


and white 
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Houston Fashion Stores 


Show Wild Combinations 


HOUSTON — Gold-and-white, 
black-and-white and prints with wild 
combinations are getting off to a fast 
start in leading women’s fashion de- 
partments here. 

The stacked the kid 
spectator and the extremely pointed 
silhouette continue important. There 
is more interest developing in the 
closed-toe, open-back shoe. 

The traditional black patent 
taken on a new look. It’s being pro- 
stacked heel. It’s 
also being combined with matte calf 


heel, gold 


has 


moted here on a 
or peau de soie trims. 

There’s strong feeling among some 
retailers that yellow and pink are in 
for 
that lilac will carry ovet 

White for 


children’s footwear. In 


a big season. There’s hope also 
Easter in 
addition, 
for 


There are 


is the color 


there is patent and more bone 
the young shoe wardrobe 


for 


and styles are quite plain 


more tapered toes young girls 


No Early Trend Is Seen 
By Washington Retailers 
WASHINGTON 


are buying again. 
ite of hesitancy, but 


here 
1960 ended on a 


January busi- 


Shoppers 


ness equalled or exceeded the figures 
for January last vear 

So far, there hasn't been enough 
reaction to spring merchandise to 
spot any trends, other than the fore- 
casted popularity of bone shades. An 
increasing number of retailers report 
the triple 
opinions on 


acceptance of needles. 


However, vary future 


sales. Some retailers feel the triple 
needles will replace double needles 
and are already carrying stock shoes 
with the newer points. Others 
that, at for 1961, the 


needle will outsell the triple needle. 


say 
least double 

Volume in the children’s end is at- 
tributed almost solely to clearances. 
The tapered toes are becoming more 
and more important for girls. So are 
10/8 and 12/8 jet heels. For spring, 
say the water- 
proofed brush leathers will be a sales 


retailers washable, 
attraction. 
Slipon popularity 
While men 
tones, retailers say 
requests for “truer” 
are being heard. Tapered toes sell 
steadily, but demand isn’t increasing. 


continues 


pick the 


up- 
wear- 

that 
browns 


ward 
with-all 
more 
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Shoe Stylists Hear Clothing Expert 


Heads of the National Shoe Retailers Assn. Men's Shoe Style Committee chat with their 
guest speaker at New York meeting. Left to right: E. H. Schumacher, Freeman Shoe Corp. 


chairman, men's shoes; Jerome |. Udell, 


choirman of Max 


Udell Sons & Co. New 


Inc. 


York apporel firm, the speaker; George B. Hess, Hess Shoes, Baltimore, presiding chairman 


and M. Robert Shoffer 


International 


Shoe Co., St 


Louis, chairman, young men's and 


teenage footwear. Trends for fall and winter were discussed at the session. 


NEW YORK—While 
changes appear pending, men’s shoe 
stylists 


no radical 
keeping 
possibilities for fall and 
1961. Forecast is for a fall 
in which the men’s shoe industry 
will be able to sit back and adjust 
itself to 
enced in the slim, trim flexible vein 

The National Shoe Retailers 
Assn.’s Men’s Shoe Style Committee 
met recently to discuss the coming 


are an eye on 
winte1 


season 


changes already experi- 


seasons. Guest speaker was Jerome I. 
Udell, chairman of Max Udell Sons 
& Co., Inc., New York, makers of 
Gramercy Park Clothes 


One New Silhouette—Mr. Udell 
called the attention of the assem- 
bled shoe experts to developments 
in his industry influencing footwear 
coordination. A major factor, 
thanks to a made at the 
recent meeting of the International 


decision 


Assn. of Clothing Designers, is con- 


centration by cutters on a single 
new suit silhouette. 

This, the American International, 
is designed to incorporate the best 
features of current American 


Continental “looks.” 


and 


What It Comprises—The general 
effect natural, but 
slightly squared shoulders; some- 
what wider, but definitely narrow 


aimed at is 


lapels; notched collar; some shap- 
ing at the waist; 3-button 
breasted jacket with slightly round- 
ed front and plain or single pleat 
trousers, cuffed, with no break at 
the shoe. 

Worsted-look and 
dark colors with texture rather than 
pattern importance figured in M1 
Udell’s forecast. He estimated that 
the suit described will account for 
cent of and that ar 
additional 15 per cent will be sold 
in Ivy traditional styling to young 
men students. 


single 


fabrics still 


75 per sales 


and 


Retail Shoe Failures Up; 
New Firms Also Increase 

NEW YORK—Although 
of retail firms in the apparel and re 


failures 


lated fields decreased by 6 per cent 
during 1960, the number of failures 
in shoe retailing rose by 6 per cent 
There were 155 failures compared 
with 146 in 1959. 

The figures revealed in a 
report by Credit Clearing House, a 
division of Dun & Bradstreet, Inc 

There was a bright note, however, 
in the report. During 1960 a total of 
269 new businesses were started in 
the retail shoe field, an increase of 
54 per cent over the 255 businesses 
begun in 1959. 


were 
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NSI Is Host to 165: 


Fashion Editors See Spring Shoes 


NEW YORK — Shoe fashion 
trends for spring and summer were 
outlined by the National Shoe Insti- 
tute to 165 fashion editors, repre- 
senting across the 
country. 

The showing, held at the Hotel 
Pierre during the semi-annual 
Press Week, consisted of two visual 
displays—one with colors and ma- 
terial swatches; the second, with 
actual shoes from several member 
firms of the Designers Shoe Guild as 
well as other outstanding manufac- 
turers. 


newspapers 


The editors had an opportunity to 
get a close look at the shoes before 
a detailed fashion com- 
mentary and description of the 
shoes by Alice Regensburg, fashion 
director of NSI. Then, as she talked, 
the shoes sketched 
flectorscope by Elly Norden. 


hearing 


were on a re- 
materials and com- 
ponents in men’s, women’s and chil- 


Styles, color, 


footwear discussed. 


is playing the field, Mrs. 


were 
Fashion 
Regensburg said... in heels, toes, 
and patterns. In sum and 
substance this was the picture pre- 


{ olors 


sented: 


Heels: Heels are newest when 
they contrast with the rest of the 
shoe, most exciting when their 
straight inside lines meet the shank 
at a right angle, or when their sides 
are fluted, their backs squared off, 
their waists narrowed. 

Steel inner constructions permit 
higher-than-high heels with stem- 
like slimness. The historic Louis 
heel is newly elongated, indented 
to an almost disappearing midpoint 
and flared at the base. The lowered 
prism, originally for walking, now 
is suitable even for cocktails. 
odile may be seen atop cone-shaped 
stacked heels. 

Toes: Still elongated, they are 
longest and most tapered for eve- 
ning. The nipped-off, tapered toe is 
expected to be a strong trend this 
spring and summer. The 
ness carries through to the throat- 


Croc- 


square- 


line. 
Walking shoes: These range from 





sharp flats to medium heel heights. 
Closed and unlined types; as well 
as many opened-up types. 
Opened-up shoes: In the 
again, it is represented by 
open shanks, bared heels, 
perforations and decorative cutouts 
on vamp and quarter. 
Color: The old rule of 
for day, brights for night gave way 
a few seasons ago to the pale foot 
and multiplied the number of neu- 
tral shades. Pale seafoam 
Monet blues, coffee cream, corn tas- 
sel, crystal cool greige—these are 
the new There are 
also white on white, and white com- 
bined with soft peanut 
brights. Wild colors are 
leaf green, watermelon, citrus 


news 
more 
breezy 


sombers 


greens, 


barefoot colors. 


shades or 
geranium 
strawberry 


brights, Regatta colors, 


reds, blue grass greens, lemon rind 
. alone or in combination 


All of these will 
next 


vellows .. 
with other colors. 
pac k 


fashion 


power in the season's 
picture. 

the 
relax 


It’s based on 


dressing 


The slipper: 
concept of 
These, in 
linens and basket weave straws, 


up to 
terries, poplins, Belgian 
are 
shaped into closed-toe and open-heel 
designs for early morning: 
uump shapes with flat or little heels 
There 
or evening in 
silks or embroidered 
as kidskin. 

Final emphasis at the NSI show- 
“soft touch” in chil- 
trim look 


( lassic 


day. are elegant types 


Ty 

’ 
for 
, 

f 


satins, brocades, 
organdies as 


wel] 


ing was on the 
dren’s shoes and the slim 
in men’s shoes. 


120 Tie In with Promotion 

NEW YORK—The National Shoe 
Institute’s spring promotion in the 
field has the active back- 
ing of 420 major retail outlets. 


women's 


NSI said the figure was supplied 
sazaar, which features 
the spring theme, “Fashion Walks 
Many Heels,” in its February 
issue. The participating stores are 
stressing the magazine’s interpre- 
tation of the heels through 
newspaper advertising and window 


by Harper's 


on 


new 


displays. 


‘Leather Wonderland’ 
Theme of LIA Preview 


NEW YORK—Leather Industries 
of America attracted more than 200 
U. S. fashion its Press 
Week showing of spring leather 
shoes for the family, in mid- 
January. 

With the theme “The Wonderland 
of Leather Shoes,”” LIA presented its 
displays in the fanciful settings of 
familiar fairy Included were 
representative 


editors to 


tales 

styles of volume 
lines available in retail and depart- 
ment stores throughout the country, 
along with high fashions designed 
According to LIA, 


over 90 per cent of the shoes were 


by top stylists 


in the low to moderate price ranges 


Saw On display 


What 


were 


They 
double 


pumps and spectators for day, 


and triple needle 


} 
late 
ooth, 


luster and patent 


and evening wear, in sm 
ished, 


casual and walking shoes 


duy 
grained, br 
leathers; 
in various heel heights, and a full 
range of at-home and slipper styles 

The 


reds, b! 


color includes pinks 


range 
ues, lavenders, vellow, 


orange, muted greens, a range f 


off WwW hites, 
and 


and 
} 


Gold 


bones, whites and 


numerous browns tans 


and silver-toned leathers were also 


displayed 


New developments in leather lin 


ings for women’s shoes were on 


view. Among them were embossed 


and colored leather linings 


In a spec ial 
the 
the 


Jet Heels for Teens 


¢ 


display of teenagers’ shoes, 


more pointed-toe shapes on 


popular jet heels predominated 
Leather flats 
also shown 
Men’s the 
trim pointed silhouettes in spring- 
weight There 


- stvled 


for all occasions were 


illustrated slim, 


shoes 


leathers. were mo 


casins and mo shoes for 
dress and leisure, as well as varied 
slipons and higher-rising bluchers 
and oxfords. 

For children, strapped shoes were 
prominent. The visiting editors saw 
samples of the new scuff-resistant 
leather shoes for children 

The 


packets of news releases and photos 


editors were supplied with 
for use in their own publications. 
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How Can Independent Gain in Children’s Field? 


Vilwaukee area retailers heard 
four panels discuss ways of in- 
creasing the independent’s share 
of the market, at a clinic spon- 
sored by Herbst Shoe Mfg. Co. 


By BENN OLLMAN 


MILWAUKEE — How can _ inde- 
pendent retailers land a _ larger 
share of the children’s regular-con- 
struction and feature shoe market? 

Local footwear dealers gained 
helpful answers to this puzzler at 
the “Milwaukee Children’s Shoe Re- 
tailing Clinic,” Jan. 17 at the Am- 
bassador Hotel. Herbst Shoe Manu- 
maker of Child Life 
On the 
agenda were four panel discussion 
groups. 

Host John F. company 
president, the 
clinic was so gratifying that we are 


facturing Co., 
shoes, sponsored the event. 


Herbst, 
said “reaction to 
seriously considering making it a 
semi-annual event.” 


“Pool Your Resources”—W illiam 
R. Furst, Herbst director of sales, 
and Tom McConnell, advertising 
and promotion manager, stressed 
the need for independent shoe deal- 
pool their resources and 
knowledge to fight chain store and 
discount house competitors. 

Discussing “How to Obtain Medi- 
Referral Dr. Michel 
Addis, a local podiatrist, told the 
dealers, “I am amazed that this type 
of clinic hasn’t been held here be- 
We work 
closer relationship between doctors 
and shoemen.” 


ers to 


cal susiness,” 


fore need to toward a 


If Uncertain, Call — Shoemen 
rarely call doctors to ask questions 
about prescriptions they are asked 
to fill, noted Dr. Addis. 
sult, I protect myself and the best 
interest of my patients by having 
them return to my office at no 
charge, so I can check the correc- 


“As a re- 


tions.” 

He advised the dealers, “Don't be 
afraid to call the doctor if you have 
the slightest question about his 
shoe prescription. We need all the 
cooperation we can obtain.” 


Merchants Join In—Veteran re- 
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tailer Al Daniels, Daniel’s Profes- 
sional Shoe Store, and Mrs. Joe 
Marks of Joe Marks Shoe Store also 
participated in the 
ness panel. 


referral-busi- 


“No corrective shoe work should 
be attempted without a 
okay,” Mrs. Marks 


doctor’s 


advised. She 


Girls usually become shoe style- 
conscious earlier than boys. 


Price Isn’t Decisive—Mothers 
rely primarily on the shoeman’s 
skill and experience, the mothers 
said, for proper fit of children’s 
shoes. Price is not a deciding fac- 
tor: all three mothers on the panel 


~~ 


Participants in Milwaukee Children's Shoe Retailing Clinic include (standing, from left): 
Frank Posig, Posig's Shoe Store; Stan Sadjak, Stan's Bootery; John F. Herbst, president of 
Herbst Shoe Manufacturing Co., sponsor of clinic; Bob Marshall, Kahn's Department Store, 


Menomenee Falls, Wis., and S. Benner, 


Benner Shoe 


Store. Seated in front is George 


W. Herbst, vice-president and treasurer of the manufacturing firm. 


also ‘Establish contact 
with a good shoe repairman near 
He can be extremely 
helpful in making additional shoe 
correction to accommodate 


urged: 


your store. 
your 
customers.” 

Mothers Speak Their Piece 
plaining “Why We Buy as We Do,” 
a panel of three Milwaukee 
mothers discussed their buying hab- 


Ex- 
area 


its and requirements in children’s 
shoes. They these 


points: 


brought out 
Most parents buy shoes for their 
children in neighborhood outlets be- 
cause of their “convenient 
tion.” The children 
very young ones) usually 
which styles are selected; they in- 
“like the ones their 
friends are wearing.” Parents sel- 
dom their the 
same stores where they purchase 
footwear for their youngsters. 


loca- 
the 


decide 


(except 


sist on shoes 


buy own shoes in 


agreed they were not particularly 
attracted by when buying 
children’s Said one, “I’m 
willing to pay more for good fitting, 
well-made children’s shoes.” 

None of the panelists felt that 
should 
for a 
specified period of wear. “Too many 
differences in they 


sales 


shoes. 


manufacturers. or dealers 


guarantee children’s shoes 
children,’’ 
agreed. 


Inventory Pointers Retailers 
Brott, Brott’s Shoe Store, 
South Milwaukee; Stan Sadjak, 
Stan’s Bootery, and Ray Sherman, 
Elm Grove Shoe Store, contributed 
inventory and merchandise pointers 
as members of a “Size UP and Sell 
UP” panel. 


George 


Dealers at the clinic were asked 
to tie in with Herbst’s sponsorship 
of a Community Club Awards radio 
promotion for a 17-week period 
starting this month. 





(ds ‘Sell’ Stix. Baer 
As Viecea for Newness 


ST. LOUIS With the theme 
“Watch One Store,” Stix, Baer & 
Fuller has introduced a series of 
full-page or nearly full-page news- 
paper ads aimed at selling SBF as 
the shoppers’ mecca for new and 
newsworthy merchandise. 

The department store placed the 
first ad on New Year’s Day and 
followed it up with several other 
arge ads using a maximum of 
opy. combining photographs with 
sketches, and dramatizing mer- 
chandise. 

According to a store spokesman, 
the current series plays up the 
newness of whatever SBF has to 
offer, be it umbrellas, apparel, 


shoes or accessories. 


Italian Sandals Included — Two 
shoe ads have run. One read: “If 
vou can see two feet ahead, you 

zingy Italian brio in our san- 
Very ’61, very avanti, very 

It’s the new barefoot-look- 
with-shoes-on that caught our eye, 


ADDS HIDDEN SELL. 


léfatex for COUNTERS 


-..thathug without squeezing 
firm body — soft top lines 
100% leather fibre 


Easy to cut, sti . trim and edge set 
Fiexible but dimensionally stable 


Water resistant 


GEORGE O 


srroctwartte 


Peresmipastion pa PROMOTION BEST-SELLER 


leather fibre’s first name 


strolling in the piazzas in and Syburban Folev’s Planned 
around Firenze. Buying imports HOUSTON on ee ee 
et singe a ned “ Federated Department Stores, will 
Fuller lenaliona nanan * open a $3.5 million store, its first 

Described as “soft as Latin eyes, suburban branch, next fall in the 
but cobbled for comfort on a cob- 
blestone Via or on Lindell Boule- 
vard,” the Zapetti casuals were 
sized for SBF on American lasts. 
They carry price tags of $8.99 to 
$12.99. Patterning details are 


$12 million Sharpstown Shopping 
Center here. The women’s shoe de- 
partment will be on the first floor, 


as will the men’s. Children’s shoes 
will be on the second floor. The 


+ ,f 


store will have 167,230 sq 


played down, with the Italian bel- floor space 


lissimo idea played up in photos of 
young slack-clad miss balancing 3rd Ripple Week in Tucson 
sandals on her nose, over her head, 


and on her fingertips DETROIT—Ripple Sole Corp. an- 


nounced that Tucson, Ariz., shoe 
“Sunstruck Shoes”—The second retailers and department stores wil! 
shoe ad featured “sunstruck shoes, conduct their third annual Ripple 
splashing spring into winter ward- Sole Shoe Week promotion Feb. 5 
robes and breezing down to warmer to 11 with an extensive advertising 
climes where they're stealing the and publicity campaign. 
show from the surf... And color 
well, we may never top the rainbow , ai i . 
in the spectrum contest, but we'll NSRA Children’s Meeting 
go to the finals!” NEW YORK—The National Shoe 
Six toes were sketched, no sil- Retailers Assn. Children’s Shoe Style 
houettes, no heels. Patterns were Committee will meet Feb. 26 at the 
by Andrew Geller, I. Miller and Plaza Hotel to evaluate the fall-win 
Mademoiselle to retail from $20 to ter fashion picture in children’s foot 
$29. wear 


outgrown... 
rarely outworn! 





sun worshippers love' 

The original Cushioned INSOLE 
sandals, with a reputation for 
longer -wear-built-into-every- pair He 
grade cowhide straps. Chrome 
soles. Adjustable vamp 

for proper fit, and 

extra “mileage” 


= : | age 
léfamid MIDSOLING oe 





LEFATEX® Products are sold in Canada by Bennett Ltd, Fort Chambly, P.Q | Sorter No. 200 533 With Hoy-way molded sole for flexible 


Brown, White. Red comfort. Priced for volume sales 


SHOE CO. 1128 LOCUST ST., ST. LOUIS 1, MO 





Boot and Shoe Recorder 





Chairmen Named for 

IPR Bia 
PPSSA Style Groups 

NEW YORK—The Popular Price 
Shoe Show of America has named 
new chairmen for its six style 
Each will serve one 
year, according to the co-chairmen 
of the PPSSA Fashion Executive 
Committee, Mort R. Izen of Sears 
Roebuck & Co. and Myer Saxe of 
Kesslen Shoe Co. The six chairmen 
are: 

Women's Dress Shoes: Robert 
Wodin, Ware Shoe Co., Ware, Mass. 
He succeeds Emil Alberts, G. R. Kin- 
ney Corp. 

Women's Sports Shoes: Jack Joyner, 
G. R. Kinney Corp., New York. He 
succeeds Ben Rosen, National Shoes, 
Ine 

Women's Casuals and Dress Flats: 
Herbert Cohen, Morse Shoe Stores, 
Boston. He succeeds Allan A. Foss, 
Lawrence Maid Footwear, Inc. 

Children’s Shoes: William Waddell, 
Roebuck & Chicago. He 
succeeds H. C. Levy, H. O. Toor Shoe 
( orp. 

Men's Shoes: Alan Goidstein, Plym- 
outh Shoe Co., Inc., Middleboro, Mass 
He Manny Gruber, Regal 
Shoe Co. 

Slippers: Harry Gould, Harry Gould 
Associates, St. Louis. He 
Harry Argyries, Edison 
Stores, Inc. 

PPSSA committees will begin 
their fall-winter 1961 fashion evalu- 
ations at meetings in the Waldorf- 
Astoria Hotel, New York, late this 
month. 


committees. 


Sears, Co., 


succeeds 


succeeds 


Brothers 


Under the show's 
fashion trend meeting will be held 
Monday, Feb. 27, at the Waldorf 
by Doris Weston and Helen Joseph 
of the PPSSA fashion staff. Their 
presentation will be made to mem- 
bers of the Women’s and Children’s 
Style Committees of PPSSA and to 
members of the National Assn. of 
Shoe Chain and the New 
England Shoe and Leather Assn., 
as well as fashion directors in al- 
lied fields. 

The PPSSA Children’s Shoe Style 
Committee will meet on Feb. 25 at 
1:30 p.m.; the Slipper Committee, 
Feb. 26 at 9:30 a.m.; the Women’s 
Dress Shoe Committee, Feb. 27 at 
2 p.m.; the Women’s Casuals and 
Dress Flats Committee, Feb. 28 at 
9 am., and the Women’s Sports 
Shoe Committee, Feb. 28 at 2 p.m. 

The 60 East Club, 60 East 42nd 
St., New York, will be the site of the 
Men’s Style Committee meeting, 
Feb. 15 at 10 a.m. 


auspices, a 


Stores 
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San Francisco Attendance Up 30% 


SAN FRANCISCO — Attendance 
at the four-day Northern California 
Shoe Caravan, sponsored by the 
West Shoe Asso- 
ciates in mid-January at the Hilton 
Airport Inn, was 30 per cent above 
year’s level. Buying re- 
ported brisk among the 1,200 retail- 


Coast Travelers’ 


last was 


ers from seven western states. 

Many had already placed early or- 
for spring merchandise. But 
these orders had been of a cautious 
for many retailers felt un- 
certain about the trend of business 
At the show they 
completed their buying with renewed 


ders 
nature, 
in the new year. 


confidence. 


New Exhibitors—Show co-chair- 
man Joe Ginsberg of Buskens said 
there were 160 sales representatives 
at the show with 400 lines of shoes, 
handbags and accessories. A num- 
ber of among 
them, and all reported good results. 


new exhibitors were 

Triple needles continued to lead 
women's shoe sales, with some inter- 
Luster leathers 
were popular, and at least one ex- 
hibitor found fabrics gaining mo- 
mentum. and white shades 
were strongest for spring and sum- 


est in squared tips 


Bone 


mer, with some competition from 
leathers and fabrics. The 
violet-to-purple shades were cateh- 


ing on more and more. 


colored 


Heels were smaller and they ex- 
hibited a variety of 
touches. 


decorative 


Points for Men—In men’s shoe 
lines the newest interest was in the 
more pointed toe and _ slightly 
higher heel. Slipons were most in 
demand. Black strong 
but the brown shades were moving 
up, particularly the antique bronze 
tones. 


remained 


Smooth calfskin was sought after 
in the popular price range, and 
llama in the finer shoes. Fine soft 
pebble grain leathers were next in 
preference. 

For children 
three-eyelet 


the lightweight 
oxford was the sales 
with white in first place and 
bone and black next—mostly all in 


leader, 


crepe soles. 

Wanted for the teenage girl were 
patent and white with narrow toes 
and the There 
were a the 


slim, dressy look. 
lot of 12/8 heels 
group. 


for 
subteen 


Michigan Retailers to Hold Own Show in April 


LANSING, MICH.—A shoe show 
sponsored by retailers for retailers, 
the Michigan Quality Shoe Fair, 
will be held at Detroit’s Sheraton 
Cadillac Hotel April 22-25. Con- 
ducting the event is the Michigan 
Shoe Assn. of the Michi- 
gan Retailers Assn. 

“The planning the 
Fair had the independent shoe re- 
tailer uppermost in mind,” accord- 
ing to William Budney of Budney 
Shoes, Dearborn, president of the 
shoe division. Special events will 
include a Saturday night “owl 
party” April 22 and a Sunday kick- 
off breakfast. A breakfast feature 
will be a panel discussion among 
retailing and manufacturing lead- 
ers. Steven Jay of R. H. Fyfe Co., 
Detroit, is in charge of the pro- 
gram. 

Mr. Budney said his group “is 


division 


committee 


spending many hundreds of dollars 
in addition to the revenue from ex- 
hibitors to make the show success- 
ful.” 

Division besides Mr. 
Rudney, are Nels Strand of Strand 
Shoes, Ionia, Mich., vice-president, 
Houk of Fisher Shoe 
Store, Plymouth, treasurer. 

Their organization, founded in 
1906, was known as the Michigan 
Shoe Retailers Assn. before its af- 
filiation with the Michigan Re- 
tailers Assn. 

The show will 
three-week jump in timing 
another Detroit show, the annual 
Fall Shoe Fair of the Michigan 
Shoe Travelers Club. The latter 
event is set for May 14-16 in the 
Hotels Statler Hilton and Sheraton 
Cadillac. 


officers, 


and James 


retailers’ have a 


over 





Orders Up 35-50%, 1,300 Register at Denver Boot and Apparel Mart 


By VIVIAN ANDERSON 

DENVER—Orders were 35 to 50 
per cent above 1960 levels at the 
spring and summer showing of the 
Rocky Mountain States Men’s and 
Boys’ Apparel Club. Among the 
satisfied exhibitors were 15 leading 
western boot makers and just as 
many manufacturers of moccasins, 
men’s dress and work shoes and 
work boots. 

With more than 1,300 dealers reg- 
istered, the show was the most suc- 
cessful of its kind ever held here. 
Buyers came from as far as Cal- 
gary, Alberta; Hawaii, Miami and 
Maine. 

Western boot prices, for the most 
part, remained the same as a year 
ago. 

What Was Selling?—Biggest in- 
terest was in glove leathers, water 
buffalo, glazed kangaroo, pigskin 
and boar hide. As for toes, boots 
were selling in volume in sabre or 
sharp needlepoint, medium points 
and the new handmade narrow, 


square toes. More walking (flat 


higher 
with 


than 


boots 


heels were ordered 
heels. For men, 12-in. 
shallow scallops outsold stovepipes. 

Color and new treatments of 
front and side panels were in de- 
mand. Bone in combination with 
black, ginger and saddle brown was 
important. High colors were em- 
phasized in stitching and inlay 
treatments. In women’s boots, white 
12-in. gold inlaid stovepipes with 
dogger heels were dominant. Black 
vamps with stitched or inlaid tops 
of blue, turquoise or bone sold well. 


A Conservative Trend—In lower- 
priced lines of men’s boots ($16.95 
to $30), several firms said the trend 
is toward conservatism in color with 
stitching the only trim. Several 
new boots featured were: 

A combination of latigo glove 
leather front panel with ginger 
glove leather side panel; a genuine 
pigskin vamp with buckskin top, 
tucked leather pulls and dogger 
heels; a patent overlay eagle design 
with four-color overlay in black 
with bone combination, and a new 





what's the price of 
customers these days? 


~, 


Ever consider the cost of a new 
customer? The time, effort, ex- 
pense of luring him into your store. 
Transient shoppers, with no loyalty 
for any retailer, make the 
average cost out of proportion to 


the sale. 


one 


tepeat customers lower the 
mean 
The aston- 
increase in Foot-So- 


average cost and 
greater profits 
ishing 
Port sales is based on “re- 
peat” business. We like these 
customers. You will too... 


for years. 


“The only shoe of its kind in America” 


12-in. shallow scallop, leather-lined 
boot with new side panel treatment, 
Texas toe and doggin heel, in four 
color combinations. 


Others for Men—lIn higher-priced 
men’s westerns ($35 to $75), includ- 
ing handmade boots, some outstand- 
ing styles were: 12-in. glazed kan- 
garoo, with five-row color stitching 
on black kid top, California scal- 
lops, walking heels, narrow hand- 
made thin-lined cushioned 
shank, selling equally in black and 
sunset gold; leather-lined camel im- 
ported boar hide with narrow round 
new 14- 
in. bone glove -top, black - bottom 


toes, 


toes and walking heels; a 


boot, and a 14-in. olive gray water 
buffalo number. 

Other standouts were a 
or black 12-in. boot with 
buffalo vamp and ostrich print kid 
top, with needlepoint or new sloped 


natural 
water 


non-scuff toes, and a caramel and 


brown “holey cow” boot with per- 


forated design 


Color for Children Dominating 


DURABLE and SMART 


furniture 


$012 
TAN LUXOR CALF 


Munebeck 


FOOT-so-PORT 


SHOES 


FOOT-SO-PORT SHOE CO. crconomowoc, Wis. | 


‘ 


matching side chair) 


Wide assortment of chairs and tables. See your 
or write us for our di 


AMERICAN CHAI 


name. 
R COMPANY 
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children’s boot lines were high col- 
ors in inserts, predominance of 
white or bright colors in uppers and 
vamps, and more height. A volume 
number was a “rainbow” boot, with 
colors on black or cordo brown, new 
narrow toe, leather sole, all-leather 
lining and dogger heels. Children’s 
roughouts were in demand, some 
with smooth vamps and roughout 
uppers. 

Along with Wellington style and 
Irish setter boots bought in volume 
for men, similar numbers were pur- 
chased for boys, to retail at $13.95 
and $14.95. 


moc- 
boot 


In 
in 


Moccasin Preferences 
casins, buying was heavy 
types. Popular was one of glove 
elk-tanned leather soft 
and fringed top or gold top and lac- 
ing. White outsold natural or palo- 
mino in one line. Combinations in 
one-eyelet cuff mocs in rust or sand 


with sole 


with white were “hot items.” 
Heavy beaded plugs went well, as 
did 


tions 


mother-and-daughter combina- 

in Soft 
mocs with latigo leather soles and 
foam 
ume items in another line. 


jeweled ballerinas. 


rubber innersoles were vol- 


r @ 
To) ove 
T RELIEF THE WORLO 


Special 
BUNION 

and Hallux 
Vaigus last 
Soft biack Kid, 
No irritating 
seams 

Hides bulge 





Black 

Kid 

blucher; 

ample tread, 

supremely 

comfortable to 

the most sensitive foot. 
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January Timing Popular at Phila. Showing 


the 


dates 


PHILADELPHIA — Despite 
current trend toward earlier 
for spring shows, exhibitors at the 
Philadelphia Spring and Summer 
Shoe Show reported the Jan. 8-11 
timing ideal. 

With an assist from the weather- 
man, traffic ran well in excess of a 
year ago, when the show was first 
held. From Sunday’s high opening- 
it remained strong until 
Apparently many of the 
merchants had yet to their 
spring orders, for buying was pro- 
heavy. repre- 
wrote 


day levels, 
Tuesday. 
place 
One sales 
sentative company 
410 orders on the first day. 


nounced 


said his 


June Show Considered—Some 45 
manufacturers and distributors dis- 
played 100 lines. They occupied two 
complete floors of the Adelphia 
Hotel. So satisfied was the majority 
of that show chairman 
Louis Berman said the event will 
definitely be repeated next January. 
What's more, he said, a June show 


exhibitors 


is under consideration. 
The January show was organized 
Mr. of David Brown 


by Berman, 


Shoe Co., Inc., Baltimore distribu- 
tor, as a successor to the defunct 
Mid-Atlantic Shoe Show in Philadel- 
phia. Unlike most regional shows, 
the new one does not have a travel- 


ers’ association as a sponsor. 


Patent, Bone Even—Emphasis at 
the January show, of course, was on 
Easter shoes. Delivery promises 
ranged from late January up to 
March 1. 

Patent 
about 


bone were reported 
in popularity in wo- 
men’s dress shoes, with interest in 
such mint green, lilac, 
strawberry and light blue. Luster 


and 
equal 
shades as 
leathers were good sellers. 

Black patent was reported selling 
excellently for children. In men’s 
shoe the Italian influ- 
ence was strong. 


dress lines 


Guild Fall Openings Set 

NEW YORK—tThe Designers Shoe 
Guild will hold its advance fall open- 
ings Feb. 27 to March 3 in the show- 
of firms, in New 


rooms member 


MOST COMPLETE LINE OF BASIC SHOES... 


GREATEST SELECTION OF TESTED LASTS... 
COMFORTABLE FIT FOR EVERY TYPE OF FOOT! 


3 Dr. Scholl Factories 
to serve you! 


it takes more than style, size or price 
to satisfy a ‘problem foot” cus- 
tomer! But put on a shoe that fits 
the individual foot, allows it to func- 
tion freely, and you not only have a 
satisfied customer but a loyal friend. 
Dr. Scholl manufactures the most 
complete line of basic shoes... 
helps you solve your customer's fit- 
ting problems! Custom craftsman- 
ship, above average mark-up, im- 
mediate shipment. Order now. 


/ 


a€ COPEG 
ae 


, 


Exclusive 
hand-pegged 
arch will never 
break down. 
Smart styles over 
full-tread last. 





WORLD'S LARGEST IN-STOCK 
SIZE RANGE 
MEN'S, some styles 5 to 16, AAA- 
EEEEEEE. 
WOMEN'S, 2% to 13, AAAAA-EEEE 
EEEE. 


Complete catalog on request. 


THE SCHOLL MFG. CO., INC. 
213 W. SCHILLER, CHICAGO, ILL. 
62 W. 14TH, NEW YORK, N.Y. 
3223 E. 46TH, LOS ANGELES, CAL. 


BUILT-UP ARCH 


Dr. Scholl's all leather ARCH-LIFT Sandals 
for men, women and children. Built-in metal 
support, molded sole, cupped heel. Gives a 
real ‘lift’, prevents stress and strain. 





Syracuse Tops 1960 on First Day 


By ESTELLE G. ANDERSON 


SYRACUSE, N. Y.—The elements 
were all favorable, and they added 
up to the “best show we have ever 
had.” So said the majority of the 
140 exhibitors at the Empire State 
Footwear Assn.’s 12th annual con- 
vention and show held at the Hotel 
Onondaga in Syracuse, Jan. 15-17. 

The time was right a week 
earlier than usual. The weather 
was perfect ... clear and crisp. The 
better than ever. 
registered 420 on 
383 


attendance 
The 
the first day alone, as against 
for the entire show last year. 
A Friendly Show—This 


gional show in every respect 


was 


association 


re- 
it’s 
concentrated. 


is a 


small, friendly and 
The merchants, coming from a ra- 
dius of 250 miles or more, generally 
save their buying commitments for 
this show 

Bruce Quimby of Bates 
Co., this year’s show chairman, said 
the mid-January timing “is the best 
for the From the retailers’ 
better than 


Shoe 


show. 


any 


standpoint it is 


other time. They have sold their 
winter shoes; inventories are clean. 
They have money to buy new items 
and fill-ins, and they realize that 
this is their ‘last outpost.’ 

“They must buy now for spring 
and summer selling,” Mr. Quimby 
pointed out. “It’s an opportunity to 
enhance their spring buys and plan 
their whites.” 


Whites Are Bought—Whites and 
prints featured prominently in the 
women’s shoe orders placed at the 
show. 
ordered 


Basics and dress shoes were 
for 
were specified 
through April 

A show feature 
ship breakfast meeting at 
new officers directors 


children Deliveries 


for immediate 
member- 
which 


were 


was a 


and 
Howard 
president, becomes chairman of the 
New president is Mr 
first vice-president, Wyatt 
vice-president, 
treasurer, Edward 
Rollin Tuttle; and 
Leo McClanahan 


elected. Peer, outgoing 
board. 

Quimby; 
Johnson: 
Johnson: 


second 
Don 
Fox; 


sergeant-at-arms, 


secretary, 


e About Shoe People 


TWENTIETH ANNIVERSARY: 


The of Tru-Stitch Moc- 
casin Corp., Benjamin B. Bregman 
and Leo Sprague, were honored in 
Malone, N. Y., on the 20th anni- 
versary of the company’s founding. 
The local North Franklin Industrial 
Development Corp. and representa- 
ives of service clubs feted the two 
shoemen at a surprise luncheon. 
Each received a copy of a portrait 
of both Mr. Bregman and Mr. 
Sprague. At the center of the head 
table was a large cake, a replica of 
the Tru-Stitch plant in Malone. 


co-owners 


BETROTHED: Mr. 
Harry Rabin he’s 
Miami Footwear 
have announced the engagement of 
their daughter, Patricia Jane, to 
Robert Markowitz of Miami. 


DIRECTOR: Harry E. 
Fontius, Jr., of Fontius 
Shoe Co., Denver, has been named 
to fill a two-year unexpired term 
as a director of the National Shoe 


and Mrs. 
president of 


Corp., Miami) 


NSRA 


secretary 


50 


E. E. Joiner (right), executive vice-president 
of Mears Heel Co., is interviewed in Boston 
on WBZ.-TV's “News at Nine” program as 
nearly a million viewers watch. Discussing 
heels past and present, he said Mears’ “Fan 
tasia" with enlarged toplift minimizes much 
of the disadvantage formerly associated with 
the ultra-thin spike. 


tetailers Assn. Mr. Fontius is also 
president and a director of Shoes 
and vice-president of 


tetail Merchants Assn. 


Associated 
the Denver 
” = . 

WINNING WIFE: Mrs. Iris Katz- 
man, wife of Melvin Katzman, mer- 
chandising manager of Wohl Shoe 


Earlier Timing? One member 
suggested at the meeting that since 
most shows were moving up, espe- 
cially the National Shoe Fair, it 
might be a good idea to move the 
Empire State show into October 
The matter was held in abeyance 
for further study by the directors 
But there was no question about the 
feeling of the majority of the mem 
bers. Sales representatives felt that 
the present timing was responsible 
for the success of their show. It 
saved them a trip into the “north 
ern Also they felt that 
making the show any earlier would 


towns.” 


not be a good idea because retailers 
would not take time to leave their 


shops when business was available 


Hotel Has Commitments— Rollin 
Tuttle, secretary of the association, 
reported that he had explored the 
possibilities for different dates with 
the Hotel The 
booked solid with commitments 
shows that have been held there for 
the 15 to 20 These 


would never consent to any change, 


Onondaga hotel is 


for 
past years 
he said 


next Empire State 
1962 


Dates for the 
, 


ll be Jan. 21 


show wil 23, 


has been awarded $1 4,000 n 
a“ crossword 


ducted by 
Democrat 


puzzle contest con 


the St Louis (jlobe 


SHOEMAN’S SHOEMAN: 
in the Jacobs 
Okla., 
of the 
line of 


selling at 


John 


Turner went to work 
Mercantile Store, Chandler, 
fitter at the turn 


as a shoe 


century. In those davs a 


shoes was 


Fifty-eight 
have changed but Mr. 


men’s 
pair. years 
Turner goes right on fitting shoes 
walks four blocks 
to work each day at Hellman’s in 
Chandler. On Jan. 22 he 
his 80th birthday 
. . . 
AFTER FOOTWEAR, REAL ES- 
TATE: Paul M. Smith, 
president of the old G. Edwin Smith 
Shoe Co., Columbus, O., has 
come head of the industrial 
and lease department of a Colum 
bus real estate firm, Oscar L 
Thomas & Co. Mr. Smith has been 
handling real estate 
for over 10 years. 


A widower, he 


marked 


former 


be- 


sales 


transactions 
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oWhat’s New 


For the Woman Golfer 


Women's Goodyeor welt, kiltie tongue golf 
shoe, mode over taper toe last, is a new 
offering of Gotham Shoe Manufacturing 
Co., Binghamton, N. Y., in spring-summer 
catalog. It hos Tru-Stance soles, replace- 
cble spikes. Available in brown in A and 


i widths 





Added Flexibility Claimed 
For Box Toe Material 


A NEW material for use 
box toes has been introduced by 


in flexible 
the 
Box Toe Co., Haverhill, Mass 
Claims made for this material, 
known as the “I.N.” series, are that 
new technique 


Bixby 


it manufacturing 

permits the use of a much higher 
content of natural rubber than has 
that 


and 


ever before been achieved: 


thereby flexibility, resiliency 
durability have been increased; and 
that the 
gage manufacturers of 


faithful reproduction of their lasts. 


reduction of material's 


assures 


This material, says the company, 


is ideally suited for any shoe in- 


box toe materials, 
shoes It is 


sheets or cut and 


corporating soft 
particularly chi 


available in rolls, 


ldren's 


skived to customer specifications. 


New Adhesive Eliminates 

Some Stitching Operations 
A NEW called 

is said to eliminate a 


Plastix 


number of 


adhesive 


shoe manu- 
It was developed by Ad- 
hesive Products 1660 
Ave., New York. 

Plastix is described as a fast-dry- 
ing, 
which 


stitching operations in 
facturing 


Corp., Boone 


non-inflammable latex adhesive 
makes it 


tongue linings 


possible to join 


not only to leather 


but also to plastics and other ma- 


terials. The adhesive is resistant to 


oils and moisture and is unaffected 
by mulling operations. According to 
the manufacturer, Plastix 
be used to link flesh side leather to 
finished side. It is non-staining 


can also 


February |, 196! 


Clasp Works Magnetically 
A MAGNETIC clasp, said to be 
suitable for various applications in 
introduced by 
Manufacturing Co., 


footwear, has been 
North & Judd 
New Britain, Conn., as 
Anchor Brand line. 
Mounted on the base of the clasp 
The 
face of the clasp is hollow, so that 
it fits snugly over the disc. The de- 
clicks finger 
sure must be applied to open it 
The the 


part of its 


is a magnetized ceramic disc. 


vice closed and pres 


company clasp is 


SaVvs 


particularly suited for storm boots. 


SELL EASIER...EARN MORE! with 


Plastic Heels Look Like 
Stacked Types—via Spray 
THE 


Mass., 


United Heel Corp., Lowell, 
has developed a new spray 
which 


heel simulating stacked heels of al] 


process produces a_ plastic 
other materials normally used. The 
company has applied for a patent. 

that the finish 
nor bubble and 
will re- 


Claims made 
will 
that 


sult 


are 
neither 
the 


in substantial cost 


chip 
use of these heels 
savings. 
The new heel is now being made 
8 to 24/8. 


in most stvles from 12 


NEW FRANCHISE PLAN 





Sharper selling tools to work with 


a “saleswinning-features”’ 


story to tell! These are just two of the signposts on your road 


to profits with Allen-Edmonds New Franchise Plan 


are lots more: 


1. EXCLUSIVE FEATURES 


nailess 


and there 


construction, choicest leathers, 


all-round stitching and many more in Allen-Edmonds combination 


of fine-shoe features! 


GUARANTEED COMFORT 


for a sure-fire sales clincher! 


FAST IN-STOCK SERVICE 


Allen-Edmonds puts it in writing — 


puts the full factory inventory virtu- 


ally at your fingertips to win more sales 


MODERN STYLING 


moan - 


STEADY DEMAND 


Allen-Edmonds 


a hallmark of fashion excellence for every 
and every man deserves at least one pair of Allen-Edmonds! 


comfort, style and quality 


assure steadily growing repeat business! 


Get full details on the new Allen-Edmonds Franchise Plan! See 


your representative now 


or write for complete information! 


ALLEN-EDMONDS /Belgium, Wisconsin 


Ever notice how many 


leather experts wear Allen-Edmonds? 








e Retail Openings 


Gano-Downs Shops 


Aim at Suburbanites 


DENVER The men’s 
women’s shoe shops in the 
Cherry Creek branch store of Gano- 
Downs, exclusive apparel firm, are 


and 
new 


geared to suit suburban clientele in 
styles and colors. The shops are 
considered two of the most attrac- 
tive in the Denver metropolitan 
area. 


The 


cated on 


lo- 
aisles on 


women’s 


women’s shoe shop is 
through-traffic 
the main floor, next to 
dresses, suits, handbags and gloves 
Grooved planking of off-white al- 
ternates with walnut panels to 
the salon walls. Lighted dis- 
play cases of the same 
with fitting 
to the warmth of the decor. 

Seven style lines are displayed, 
for 4,000 pairs. 
Shoes are also displayed in glove 


form 
material, 
add 


matched chairs, 


+ 


with stock space 
and handbag cases and along with 
apparel. Dale Shaw, a former Felt- 
man-Curme and International Shoe 
Co. veteran, is manager of the de- 
partment, working with Doug Gish, 
women’s shoe buyer for the stores. 

Men and boys must go through 
the men’s shoe department on the 
garden level to reach suits, top- 
coats and hats and the Kent boys’ 
shop. The large shoe shop, managed 
by Lloyd Mock and under the super- 
vision of Walter Rasmussen, buyer, 
carries Bannister, Freeman 
Bally of Switzerland shoes, 
stock space for 3,200 pairs. 

Unusual are the brass and glass 
bracket 
with slots which are adaptable for 
any shoe display arrangement. Yel- 
low and walnut are combined in the 
wall decor and fitting chairs. 

Mr. Mock had been with the men’s 
shoe department of Denver Dry 
Goods Co. one year, with Rollnick’s 
for five years, and previously with 
the Feltman-Curme chain. 


and 
with 


adjustable display shelves, 


Rozanne Shoes of Danvers, Mass.., 
has moved into new quarters almost 
directly across the street from the 
old but three times as 
Owner Saul Zang said the new store 
is a family-type operation with a 
separate men’s department — for 
which there room in the 


site big. 


was no 


52 


smaller store. Another addition is 
a four-horse merry-go-round. 
. ” - 

Greene’s Footwear, with family 
stores in Hartford and West Hart- 
ford, Conn., has added a third unit 
in Wethersfield, Conn. Irving Rosen- 
berg is the manager. 

o * o 

Jacob Krauss & Sons, which op- 
family 
suburbs, 


erates two shoe stores in 
New York’s 
third in the 
Center, Valley 


measuring 30 x 150 ft., is 


has added a 
Greenacres Shopping 
Stream, L. I. The 
new store, 
the firm’s largest. Martin Green is 
manager. 

- _ . 

Belk-Leggett Co., Durham, N. C 
has and chil 
dren's shoe departments and moved 
them to 
what 
partment. 


enlarged its ladies’ 


locations i 


the 
he 


street-floor 


was formerly men's de 


Shoe Town, a self-service firm, 
has opened its fourth Atlanta outlet 
at Trinity and Washington Sts., 
company President Joe Isenberg 
said. The store has 2,500 sq. ft. of 
floor space and is managed by Jack 
Wengrow. 
* . . 

Margolis Shoes has opened store 
No. 20, a family-type operation, in 
Houston’s Meyerland Plaza Shopping 
The 


Swanner, 


managed by 
whim- 


Center. store, 
James L. 
sical hand paintings on the walls and 


boot” 


feat ires 


which chil- 
delight in dipping for 
favors. Maurice Margolis is 


an oversized “loot 
dren into 
candy 
president of the chain. 

a - « 


Shoe Store, a_salon- 


operation 


Conrad's 
type featuring medium- 
priced footwear for the family, has 
been opened in Houston’s Belway 
Shopping Center. Conrad Johnson, 
and the 
handle name brands. A 
line of accessories such as hosiery 
and costume 
stocked. 


co-owner manager, said 


store will 


jewelry will also be 


Tova Shoe Marts grew to seven 
self-service units when co-owners 
Jack and Paul Zimmerman held a 
December opening at 1000 Highway 
90 West, San Antonio, Tex. 
starting their first store in Decem- 


Since 


1957, brothers have aver- 
aged a new 


All 


carry 


the 
unit 
San 


ber 
six months. 
all 


family on 


every 
Antonio, 
the 


are in and 


footwear for 
open shelves 


Fischer Shoes, Sioux Falls, S. D., 
has moved into larger quarters 
and added “‘Men’s and Boys’ Wear” 
to its name. Until the store 
handled only women’s and child 
shoes. The expanded opera- 
tion includes men’s shoes and men’s 
and boys’ clothing. 


now 


ren’s 


Kabat’s Shoes for Comfort, Green 
Bay, Wis., a corrective footwear 
operation, has moved into its own 
south of the 
new 


building four doors 

former location. The 

room for a larger selection 
: . > 

P & Q $elf-Serve Shoes 

firm writes its name 

the 


site has 


that’s the 
is the 

self-service 
The 
ft. of selling space 
1351 
length 


way the 
newest entry in 
field in Columbus, O store o 
cupies 6,000 sq 
in a converted supermarket at 
Ave 
of the store are 
Manager Bernard Weil- 
firm's P & Q name 


Parsons Running the 
seven separate de 
partments 
bacher says the 
stands for 


“price and quality 


. . . 

Baggio’s Shoe Store, which held 
a grand opening recently in Liver- 
Calif., offers a 


department equipped with 


more, children’s 


table, self-selection display 
ight, air 


ing 
and a design 

Jim McElroy Shoes, with a store 
in Vacaville, Calif., has opened a 
Woodland, Calif.. 
display win 


second unit in 


with “open vision” 
Manavger 
began his 
Belfast, Northern 


rived in ¢ 


dows Jerry Black, who 


shoe selling career in 
Ireland, and ar 
‘alifornia in 1950 


7 . a 
Florsheim Shoes’ Second Ave. and 
Marion Seattle, 


recently 


St. unit in which 


was remodeled, has re 
opened with a Gay Nineties motif 
An old-time barber shop is a fea 
the 
red-and-white striped shirts 
Manager John P. Lockard said Lt 
Gov. John L. Cherberg was on hand 


at the opening ceremonies, 


ture, with barbers dressed in 


Store 


along 
with a bevy of girls in Gay Nineties 
handed out keys to a 


attire who 


treasure chest. 
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Dealers’ Orders Set 
Risque Instock Policy 


LOUIS — The of St. 
Louis area plants remains steady 


ST. pace 
and approaching capacity. Some pro- 
issued SOS calls for extra 
help in the finishing and packing 
rooms in 


ducers 


meet delivery 


dates on their spring output, but no 


order to 


producer has reported a true short- 
age of manpower due to upturn in 
order volume. 

All manufacturers are warily pre- 
paring themselves for a continua- 
tion of the retailer pattern whereby 
the “late and light, 
then instock to him 
through.” Shoe Company, 
division, an- 
that it will 
start a unique new instock program. 


dealer orders 


relies on 


Brown 


see 


its 
nounced in 


through Risque 


January 


Lee L. 
manager, 
will 


Retailers’ Viewpoint 
Risque 
said that be 
dictated by We 
will stock styles, colors and mate- 
from 
Once our salesmen are on the road, 
instock 
to the 
mands. 


division 
“instock 
customer demand. 


Green, 


shoes 


rials the retailers’ viewpoint. 


production will be geared 
dictates of the dealer 
This that 
orders will be the motivating factor 
determining the instock policy for 


Risque.” 


de- 


means dealers’ 


The problem of timing will take 
some doing. Sources indicate, how- 
ever, that both Brown and Interna- 
tional have their fall 1961 samples 
ready much earlier than they have 
ever done it before. 


Expanded Instock “We know 
that to make this an effective pro- 
gram, we will have to have instock 
shoes available well in advance of 
peak Mr. Green 
Expanded instock programs 
may also be rating extra considera- 
tion from other St. Louis houses. 
The Shoe Market of America 
showing of fall 1961 shoes may be 
gaining ground as far as importance 
to the industry. More reservations 


season selling,” 


said. 


are coming in earlier and for more 
space than in any previous year. 
The 1960 SMA, shoemen will recall, 
turned out to be a relatively good 
show, despite poor retailer positions 
cashwise. 
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NE Plants Offer Promotional Types 


BOSTON — There is still spring 
and summer business to be booked 
and New England manufacturers of 
women’s shoes are successfully woo- 
ing buyers by offering styles which 
differ from those previously sold. 

The difference may be in pattern, 
material or color. 

Pastels 


tional 


are favored in promo- 
and light 


greens were reported to be in the 


types: lavenders 
lead as January neared its end. Ma- 


terials included fabrics, 


kid 


accord- 


dyeable 


straws, crushed grain in and 
Patterns, 
two manufacturers, 
to the skeletonized effects. 
all, soft 


were emphasized. 


even some suede. 
ing to leaned 
heavily 


In nearly constructions 


Pairage 
of these 


Gains—The acceptance 
fresher styles has added 
to the backlog of orders previously 
booked and at least some manufac- 
feel that books 


are closed on spring-summer 1961 


turers now when 
they may find their pairage volume 
to be slightly ahead of last vear’s. 
Profitwise, the 


rosy, 


however, picture 


may not be quite as they 
point out, as competition is keener 
than it has been for several years. 


This not mean, of 


Milwaukee 


MILWAUKEE—Spring orders for 
men’s, boys’ and children’s shoes are 


does course, 


being booked in ‘“‘good’”’ quantities, 
according to factory reports. Com- 
mitments for spring footwear indi- 
cate that a healthy, optimistic out- 
look for spring prospects 
among retailers. The attitude of 
according to field reports 
from factory salesmen, appears more 
optimistic now than last fall. 

Most plants checked revealed that 
their January bookings were hitting 


exists 


dealers, 


a few points above the same period 
last year. Warm winter weather and 
the absence of snow in many parts 
of the country is benefiting the shoe 
business, although boot sales are at 
a low ebb. 

Men’s shoe producers here report 
gratifying increases in orders for 
higher-price shoes. Numbers to re- 
tail in the $20-up bracket account 


that a boom is just around the cor- 
ner. The consensus in the northeast 
is that retail business will be slow 
in reaching a new peak. Summing 
up conditions, one trade authority 
put it this way: 

Kept Low 
managers of 


Inventories “When 
the the 
larger stores throughout the coun- 


merchandise 


try allow their buyers to stock a 
normal the shoe 
manufacturing industry will be in 
darn good shape. The trouble now 
is that these merchandise men re- 
quire their buyers to depend too 
much on factory stocks and many 
manufacturers, of them hun- 
gry for business, go along with them 
all the 


inventory, then 


some 


because they need volume 
they can get. 

“There isn’t the con- 
sumer demand that have been 
led to believe and this demand will 
be very much in evidence when Eas- 
rolls around.” 


dearth of 
we 


ter 


It’s Accepted — And the accept- 
ance of this as a fact, according to 
one leading manufacturer, probably 
accounts for the revived interest in 
promotional and 


colors, patterns 


materials. 


Makers Report Booking Gains 


for a growing share of orders. 
Mail orders are also reported to 
running slightly ahead of the 
comparable period of a year ago. 
Most of the mail ordering is for ba- 
sic numbers as dealers move to re- 
plenish their staple stocks in this 
post-holiday, transitional period. 

Spring prices are expected to hold 
firm. Manufacturers, however, are 
keeping a close watch on the supply 
of calfskin. 

Men’s narrower toe styles continue 
to pick up importance in the dress 
shoe category. Cemented crepe soles 
and numbers featuring glove leath- 
ers are gaining strength. 

Dark browns, mossy hues and 
blended tones will gain emphasis in 
the spring production of men’s 
shoes. One major men’s shoe pro- 
ducer reports being oversold on num- 
bers featuring pin-tuck treatments. 


be 
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NAFMC: To Probe Is the Goal 


The program is taking shape for 
the Factory Management Confer- 
ence April 20-23. It is planned 
as “the most far-reaching in tech- 


nical probing” ever. 


NEW YORK — The 
this vear’s North American Factory 
being 


program of 


Management Conference is 
described as “the most far-reaching 
in technical probing that the indus- 
has ever undertaken at a meet- 
ing of this kind.” 
are the words of S. F. 
Eagan, vice-president of Florsheim 
Shoe Co. 
the 


) iblic 


Those 


and general chairman of 
Mr. Eagan made 
partially-completed plans 
four-day event, April 20-23 
Netherland Hilton Hotel, 
nnati. 


conference. 


7 

pi 
for the 
at the 


Cin 


Four Thousand Due—Some 4,000 
from 


and Canada will 


technologists 300 
in the U. S. 
and exhibit space has been 

More than 200 firms will 


wide 


shoe 


com- 


range of products 
machinery to 


had to be 


ranging from 
nents. Others turned 
lown, Mr. Eagan said, because of 
lack of 


compo- 


accommodations “despite 


greatly expanded facilities.” 

Conference officials said sleeping- 
in major Cincin- 
“extremely 


om reservations 
otels are now 
NAFMC 

he Nat Shoe Manufacturers 
Assn. and the Shoe Manufacturers’ 


Assn. of Canada. 


is co-sponsored by 


Iona 


Children’s Sessions—The confer- 
ence sessions in the children’s field 
will cover such topics as work sim- 
plification, analysis of new mate- 
new manufacturing tech- 
conveyor 


rials, 
niques, systems and new 
shoemaking processes. 

As the children’s 
vill be grouped under welt, stitch- 
down and cement shoes, with a pro- 
gram for each. Chairman of the 
children’s group is Martin Landay, 
Green Shoe Manufacturing Co. 
Heading the welt sessions is Rex 
Halterman, Vaisey-Bristol Shoe 
Manufacturing Co., assisted by 


isual sessions 
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John M. Jordan, Brown Shoe Co.; 
Charles Shapiro, Majestic Shoe Co., 
and Burton Leslie, W. L. Kreider’s 
Sons Mfg. Co. 

In charge of the 
ment Angelo 
Northern Shoe Co., assisted by L. J. 
Kroll, Humberstone Co., Ltd.; Mar- 
vin Souder, Savage Shoes, Ltd., and 
Norbert Compte, Trimfoot Co. 

Chairman of the stitchdown ses- 
for children’s 
Gillilan, International 
aided by A. B. Lampen, Moran Shoe 
Co Jay Hamblen, Genesco, Inc., 
Fred R. Peel, Highland Shoes, 


children’s ce- 
Sariego, 


sessions is 


shoes is D. R. 
Shoe Co., 


sion 


and 
Ltd. 


extensive 
program has for 
the women’s group, chairmanned by 
Frost of Andrew Geller, 


Subject areas being considered 


Women's Sessions—An 
been developed 
Gustave 
Ine 
for inclusion are management or- 
ganization, which will involve per- 
and training: 


sonnei 


supervisory 


ality control; factory cost con- 


‘ol; new machinery development; 
work simplification; plant layouts; 


incentive programs; production sys- 
tems and production controls 
Assisting Mr 
don Edmondson, 
Boucher-LeFaivre, Ltd.; 
International Shoe 
formerly of 
Robert 


Frost will be Bran- 
Genesco, Inc.; Guy 
LeFaivre, 
E. J. Riley, Jr., 
Co.: J. G 
Samuels 


Topaz, A 


Samuels, Jr 
Shoe Co.., and 


Sandler Co 


Men's Sessions—The program for 
the men’s sessions has not yet been 
But 
men’s group, said, “We 
chal- 
unexplored 
shoemak- 


announced. Paul Crane, chair- 
man of the 
expect to probe into some 
lenging 
technical! 
ing.” 


Serving with 


and relatively 


fields in men’s 


Mr. 


are 


Crane of Rob- 
erts-Hart, Inc Don Erion of 
J. F. McElwain; Hahn, 
Industries Kitchener Ltd.; W 
Muir, John Ritchie 
Dave Payne, Genesco, 
Purtell, Freeman Shoe Corp., and 
Craddock, Craddock- 
Terry Shoe Corp. 


Ross Greb 
Doug 
Ltd. ; 


Ray 


las CA. 


Ine 
Claiborne 
The men’s sessions will be 


rated into work shoe and dress shoe 
groups, with topics slanted to each. 


sepa- 


Hartman Shoe Marks 
50 Years in Business 
HAVERHILL, MASS.—Hartman 
Shoe Manufacturing Co., this city’s 
oldest manufacturer and the 
only women’s dress shoe maker in 
New England with a 
tory under the same ownership and 
is celebrating its 50th 


shoe 


50-vear his 
management, 
anniversary A 
held sometime 


formal observance 
will be during the 
yvear 

The Hartman 
pany of Hannahsons Shoe Co., man- 
and 


firm, parent com 


ufactures women’s growing 


shoes in the popular 
employs ( 


more 


girls’ dress 


price range. It lose to 


S00 than 


produces 
vear. At 
Haverhill’s 
industry 


workers, 
100,000 


pairs a one time 


the company was larg- 


est in the shoe 


Today 


s shoes 


the distributes 


company 
it inder three brand names 
Footwear, 


Hannal 


Hannahsons Exquisite 


Di Scarla and Pigmys by 
sons 

The 
spring of 
Of the 


Hartman is 


firm was organized in the 
1911 by four brothers 
two who survive, Samue 
president of the firn 
and Joseph is clerk of the corpora 
tion. Other Benjami: 


Harold G 


sould, vice-president, genera 


officers are 


A. Hartman, treasurer: 


yer and 4nieC8 


xz manager, and 


ird Glazer, secretary 
The Hannahsons firm, whi 
subsidiary, 


as a provi 


Hartman company with an 


department that is considers 
of the largest such department 
women’s formal evening shoes 
Hartman's main 

ork. There are regional! of 
Los Angeles, Dal- 
Denver, Minneapo 


Puerto Rico 


nicago, 
‘land, 


ilu and 


Traveler Acquires Mondl 
OSHKOSH, WIS.—-Mond! Manu 

facturing Co., a manufacturer of 

and 


The 


Robert 


men’s and women’s slippers 


boot shoes, has a new owner 


company was acquired by 
Oeflein, 
Ohio sales representative for Nunn 
gush Shoe Co 
effective Jan. 1. 

Mr. Oeflein 
second vice-president of the Ohio 
Shoe Travelers Club, to his 
family to Oshkosh. 


who has been serving as 
The sale was made 
recently resigned as 


move 
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New Factory Is ‘Third 
Kor Pierce Shoe Mfg. 


BLACKSHEAR, GA. 
000-sq.ft. factory was formally 
opened here recently for Bambo 
Shoe Manufacturing Co., a subsidi- 
ary of Pierce Shoe Mfg. Co 

The new L-shaped factory, one of 
three Pierce plants in Georgia, em- 
ploys approximately 260 persons and 
turns out from 5,000 to 7,000 pairs 
of children’s stitchdown shoes a day. 
Bambo stitchdowns for 
$3 to $5. 

One of the two other Pierce plants 
is also in Blackshear and the third 
Pierce faetory is the S. C. Spatola 
Footwear plant, Waycross, Ga. The 


A new 60,- 


retail from 


Waycross plant produces men’s and 
stitchdowns 
addition of 


bovs’ 


The 


shear factory bo: 


the Black- 
the total pro- 
duction capacity for the three plants 
to 14,000 daily. A 
spokesman the 
estment of 


new 
ats 
pairs company 
factory 

$500.,- 


said new 
represents 


000. 


an in 
Pierce Co itives S. ¢ 
la, EB. J 

d. 
pening 


exer Spa- 
Germano 


the 


Ungar, R. D 
Spatola took part in 


ceremonies 


Plant Gone, but Hampton 
Sales Stays in Milwaukee 
MILWAUKEE 


Kickerinos line of 


Production of 
women’s Ccas- 
New- 


recent 


ls is oncentrated in 


the 


now ¢ 
rt, Ark., 
sing of Hampton 

Milwaukee plant 


following 
Shoe Corp.'s 
Gene Brindis, president of Hamp- 
of the 
plant at Newport 


the entire 


Inc 


is purchased fo1 


said 


ton, output 
Kickerinos, 
resale by Hamp- 
marketing or- 
the 


remain in 


ton, now a separate 


ganization Headquarters of 


sales organization. will 
Milwaukee 
Hampton had operated a factory 
in Milwaukee for 19 years prior to 
the shift to The 
pany formerly hired about 275 pro- 


duction, office 


Arkansas. com- 


warehouse and em- 
ployees. 

Early last year Hampton officials 
that the Milwaukee plant 
would be closed. They then 
that the Newport venture consti- 
tuted only an expansion move. Ten 
months later, however, all produc- 
tion had moved southward. 


denied 


said 
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St. Louis Shoes Ride TV Carousel 


ST. LOUIS—A circus carousel has 
been adopted by the St. Louis Shoe 
the theme 


television 


Manufacturers Assn. as 
for its traveling 
fashion show, available free to TV 
stations starting this month. 

The features style 
trends in children’s the 
Easter Soth girls’ and boys’ 


shoes included, 


second 


show new 


shoes for 
season. 
are ranging from 
very small children’s sizes to young 
The TV 
part of a continuing program of the 
Market of 


consumer 


teenagers’ styles show is 


America to make 


Shoe 


the American shoe-con- 


SCIOUS 


Manufacturers Listed — Sixteen 
area manufacturers are represented 
Wee Walker, Town & 
Lazy Red 
Weatherbird, Poll-Parrot, Step Mas- 
ter, College Hill, Baby Deer Cameos, 
Miss Nite Aires, 
Alexis, Jumping 

Buster and 
Deb by 


members of the Shoe Fashion Board 


in the show: 


Country, Bones, Goose, 


Dress-Ups by 
Jacks, 
Robin 


Penaljo, 
Hood 


selected 


srown, 
Patterns were 
if St. Louis 
arrangement  be- 


keep 
ousel moving through Easte1 


A “bicycling” 


slevision stations will 


maximum showings may be 
stained 

The carousel is a self-contained 
nit. It is shipped with a fashio1 


, , 
ommentary to be used on local 


The 


planned either as a 


programs fashion show is 


program 


“spe - 


cial” or as part of an existing 


program. 
Black-and-White 
either 


Color 
for 
and-white 


sult- 


or 
colored or black- 
the 
1 ft. in diameter 


The television 


able 
television, circulat 
carousel 


and 5 ft 
commentator turns the carousel as 


measures 
in height. 


he talks, thus giving an effect of 
realism and bringing each shoe into 
direct focus of the cameras. Shoes 
are mounted on the platform of the 
carousel base also animal 


and on 


cutouts between platform = and 
canopy. 
Second Presentation—The spring 
the traveling 
of kind to 


Louis. 


carousel is second 
fashion show 


of St. 


its come 


out 


OE MARKET OF ame S 


Miniature carousel turns to display 16 Easter 

patterns for children in traveling fashion show 

made available to television by St. Louis 
Shoe Manufacturers Assn. 


The 


Board 


Shoe Fashion 
of 


was 


first 
presentation 

fall 1960, 
well 


one, a 
women’s 
shoes for widely 

bot h 


Its 


that 


shown 
TV 


major 


and received by 
and audiences. 
drawback—the fact 


commentators sometimes held shoes 


stations 


show off detailing 
the 
exhibited 


removing them from thei 


improperly to 

rectified in carousel. Al] 
can be without 
carouse 


pedestals 


New England Gets 57% of 
Military Contract Awards 
BOSTON New 
manufacturers, who 
per cent of U. S. 
counted for 57.1 
military shoe procurement in 1960. 
Their percentage 
higher than in 1959. 
The government procured 3,685,- 


shoe 
34.5 


shoe output, ac- 


England 
produce 
total 


per cent of 


was | slightly 


713 pairs of shoes, excluding rub- 
ber and rubber-canvas types, last 
year, according to an analysis of 
U. S. awards prepared by the New 
England Shoe and Leather Assn 
Of this total, contracts for 2,104,- 
843 pairs, or 57.1 per cent, went to 
New England firms. 

In 1959 New England accounted 
for 1,827,275 pairs, or 56.7 per cent 


8, 
of the total of 3,223,233 pairs 
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New England Group’s Officers for 1961 


« 


New officers of New England Shoe and Leather Assn. get together in Boston for a portrait. 
Seated, left to right: Soul L. Katz, Hubbord Shoe Co., vice-president; Francis H. Gleason, 
J. F. McElwain Co., president, and Marwell Field, executive vice-president. Standing, from 


left: Bernard S. Shapiro, American Girl 


Shoe Co., 
Stetson Shoe Co., Inc., vice-president, and Edward L 
was Sidney Spiegel, Bruce Shoe Co., 


vice-president: John T. Heald, The 
Dovis, secretary. Absent from photo 
association treasurer. 





President of Banner Acquires All Its Stock 


MONTROSE, 


Barnes, 


PA.— Walter E. 
president and treasurer of 
Banner Footwear Corp., announced 
he has all of the 


acquired com- 


pany’s capital 

stock. 
The firm, 
merly Banner Slip- 
Co.. 


for- 


operates 
Pennsylvania 
making 
slippers and popu- 
lar-price 
ts distribution is 

principally through ‘ 
chain department 
stores, shoe chains, 
jobbers and other volume retailers. 
Banner’s total output is in excess of 
2 million and Mr. 
}arnes said plans are in the making 
to increase the company’s produc- 
tive capacity by 30 per cent “imme- 


factories 


-aanale 
casuals. 


WALTER E. BARNES 


pairs a year, 


56 


Sales 


ahead of 


Barnes, who joined the com- 


diately.” 
Mr. 


pany in 1950 as vice-president and 


are 1960 


general manager, has been president 
1958. He will 
general man- 
treasurer. Other 
Walter Barnes, 
dent and secretary; O. P. 
and Russell Bodie, 
vice-presidents ; 


and treasurer since 
remain as 
ager and 


are: Mrs. 


president, 
officers 
vice-presi- 
McCraw 
manufacturing 

Robert H 
Sayre, vice-president for purchasing 
and production. 

Mrs. Isador Levy, former board 
chairman, is retiring. It from 
the estate of the late Mr. Levy, who 
founded the firm in 1936, that Mr. 
Barnes bought his stock. 


and 


was 


Banner Footwear’s factories are 
in Honesdale, Montrose and South 
Montrose, Pa. Rosedale Shoe Corp. 
in Honesdale is a wholly-owned sub- 


sidiary. 


One-Time Factory Trainee 
Heads Weinbrenner Firm 
PROVIDENCE, R. I. F 
years after joining the company as 
a factory trainee, Frederick A. Wil- 
manns has been appointed president 
of the Weinbrenner 
facturing firm, 
Milwaukee. He suc- 
Walter F. 
Kieckhefer, 
retired 
Mr. 
who is 40, 


surteen 


shoe manu 


ceeds 


who 


Wilmanns, 
has 
utive 


been exe 


vice-president and 
treasurer since 
1954. Earlier he 
rose through the 
from 


purchasing 


ranks F. A. WILMANNS 


4SS15- 


tant agent to leather 


buyer, then to general manager and 
a vice-presidency. 


He 1s 
urer of 


a former director and treas 
the National Shoe Manu 
Assn. 


Weinbrenner 


facturers 
work 
hunting 


is a maker of 


shoes, men’s dress shoes, 


boots and children’s footwear, as 
well as official Boy Scout shoes and 
industrial safety footwear. 

The four-plant company is a di- 
vision of Textron, Inc., Providence, 
R. L, a widely diversified operation 
Rupert C. Thompson, Jr., chairman 
of the board of Textron, announced 


the Wilmanns appointment 


Shoe-and-Leather Trails 
Other Industries in Profits 

BOSTON Net 
taxes, of corporations 
leather and leather goods 
the 
major manufacturing industries in 
the third quarter of 1960. 


profits, after 
producing 
including 
shoes lowest all 


were among 


percentage of 
0.9 


10.9 


Calculated as a 
profits 
This compares 
for the 
profitable on 


net amounted to 


cent. 


sales, 
per with 
per cent industry 
the most the list 
and 10.2 per cent for petroleum re- 


fining. 


drug 


The figures were made public by 
the New England Shoe and Leather 
Assn. after a study of the quarterly 
for 
corporations, prepared by the Fed- 


financial report manufacturing 


eral Trade Commission and the Se- 
curities and Exchange Commission. 
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Hevdavys Line to Carry and will augment the activities of 


P . 7 Buster Brown salesmen in estab- 
‘Made in USA’ Marking a 


ST. LOUIS—In an effort to en- John Grose, sales manager for 
courage pride in American shoes and Brown’s Buster Brown division, 
American shoemaking, every shoe in said that Gordon Davis and David 
a new lightweight line by Heydays Kogen have been added to the divi- 
Shoes, Inc., will carry the stamp sion’s New York office to supple- 
“Made in U.S.A.” on the socklining. ment the sales force there. Both 

James S. Legg, vice-president of men were formerly with the Propr- 
Heydays, said the company will seek Bilt division. They will cover the 
to show that American-made shoes New Jersey area along with Her- 
are superior to imports in fit and man Jacobs. 
wear. Several new assignments were 

The new Heydays Lightweights made. E. E. Burris, formerly sales 
line for women will be made by a manager of the Propr-Bilt division, 
construction previously used by the has joined George Copelin, Buster 
company for special shoes only, Mr. Brown salesman covering Arkansas 
Legg said. The shoes are all un- and Oklahoma. Jack Objartel has 
lined and made on built-up heels with joined Warren Crandell covering 
foam cushion from toe to heel. Iowa and Nebraska. Charles Rob- 
erts is working with Bruce Hubbs 
. in Georgia and South Carolina. 
Buster Brown Salesmen 


To Handle 2 Other Lines ¢ Allen Brothers Shoe Co., West 


ST. LOUIS—Brown Shoe Co. has Hartford, Conn., has been named 
announced that all of its Propr- factory sales representative in Con- 
Bilt and Miss America accounts are necticut for the Phyllis Shoe Co., 
now being serviced by Buster Lowell, Mass. The territory was 
Brown salesmen. Several members formerly covered by Harry Gold- 
of the Propr-Bilt sales force have stein, who will now concentrate on 
joined the Buster Brown division upper New York State. 


Compo Shoe Machinery 


Represents French Firm 

WALTHAM, MASS.—The Compo 
Shoe Machinery Corp. has been 
named exclusive representative in 
the United States for the French 
machinery firm of Outillage Me- 
chanique Pour L’Industrie De La 
Chassure Et Du Cuir (O.M.L.C.). 
Compo’s 12 district offices will han- 
dle sales and mechanical service of 
shoe and leather machinery made 
by this company, which is head- 
quartered in Paris. 

Included in the more than two 
dozen machines in the O.M.LC. line 
are a back part molding machine 
for use with both conventional and 
thermoplastic counters, automatic 
cement heel seat lasting machine, 
combined pulling-over toe and fore- 
part lasting machine, pre-trimming 
and pre-inking machines, upper 
leather splitting machine and in- 
sole pre-molding machine. 

George J. Schwartz, Compo presi- 
dent, and Gabriel Bertrand, presi- 
dent of O.M.L.C., also announced a 
planned program of research and 
development in which both com- 
panies will share. 





(ynoahil 


Lightweight, durable "MEN'S 
SHOE TREES 


Made of durable plastic to 
match today’s lightweight foot- 
wear. Aero-lite trees 
weigh half as much 
as wood models. 
Made by 
America’s... 
Oldest Shoe Tree 
Manufacturer. 
With exclusive 
automatic spring 
fit. Order today. 


* 3 STANDARD SIZES 
® ATTRACTIVELY BOXED 


® PRICED TO SELL AT 
$1.79-$1.89 WITH 
FULL DEALER PROFIT 


Pack 


CARRY-PACK saves you 

money ... whether you box, 

bag, or wrap shoes! 
Dispensers loaned 
Beautiful array of colors 


Send for more 
Tabielauir-}4.°)) i 
or FREE trial! 


CARRY PACK CO. LTD 
SCHILLER PARK, ILL 


WELLCO SHOE CORP. Waynesville, North Carolina 


February |, 1961 
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Expand Promotion, Tanners Urged 


GLOVERSVILLE, N. Y.—The in- 
‘reasing challenge of synthetics, 
together with the current down- 
trend in the national economy, calls 
for expanded and consistent efforts 
the tanning industry to stimu- 
late sales of leather products. 

This was the message of 
Salzman, director of Leather In- 
dustries of America, in a Jan. 19 
talk before the Adirondack Tanners’ 
Club here. He outlined an aggres- 
promotion program for the 
leather industry in 1961. 

“The basic objective of the tan- 
ning industry’s promotion program 
cannot be defensive,” Mr. Salzman 
warned. “To prevent damaging 
erosion of our markets, the industry 
must protect existing markets 
against inroads by synthetics and 
substitutes and expand per capita 
consumption of leather shoes and 
other leather products: The con- 
tinued health of the tanning indus- 
try depends on securing a larger 
share of the consumer dollar.” 

LIA’s director discussed his 
ganization’s current program 
advertising, merchandising 
publicity to generate consumer 


by 


Mel 


sive 


or- 
of 
and 


‘Good’ Chance Seen for 


WASHINGTON, D. C.—There are 
“good opportunities” for the sale of 
LU. S. footwear in Australia, accord- 
ing to the U. S. Department of Com- 
merce. But sellers are warned that 
British shoes obtain lower import 
duty rates, and that Italian suppliers 

lso are strong competitors. 

Australian manufacturers pro- 
duced 34.5 million pairs of leather 
and non-leather footwear in the year 
ended June 30, 1959, according to 
J. G. Schnitzer, director of the 
Leather, Shoes and Allied Products 
Division in the Commerce Depart- 
ment. More than 30 million pairs 
were leather shoes. 

Output has been increasing stead- 
ily in recent years and now almost 
equals consumption, which is about 
35 million pairs annually. 

“Manufacturers sell direct to re- 
tailers because no domestically-pro- 
duced shoes are sold through whole- 
salers,” Mr. Schnitzer reports. 


58 


and 
retailers 


demand for leather footwear 
accessories and to help 
sell more high-profit merchandise 
He reviewed LIA’s five spring pro- 
motions keyed to specific consumer 
magazines, and he 
backed up by “saturation publicity” 
and by thousands of merchandising 
packages distributed 

Presiding at the 
meeting was Benjamin F. Dennie, 
president of Wood & Hyde Leather 
Co. and president of LIA. 


said each is 


free. 


Gloversville 


Anwelt Corp. Expands 

FITCHBURG, MASS.-—The An- 
welt Corp., manufacturer of a long 
line of men’s work shoes, in- 
creased its production 10 per cent 
and announced plans for another in- 
crease of the same percentage in the 
near future. Two 
building have been to take 
care of the expansion. All cutting 
will be done there and the remain- 
ing space will be used for the stor- 
age of raw materials finished 
footwear. New machines have been 
set up in the company’s main plant 
elsewhere in Fitchburg. 


has 


floors of a local 
leased 


and 


Exports to Australia 


“Most manufacturers located 


near Sydney and 


are 
Melbourne, 
distribution 


in or 
the principal centers. 
Wholesalers are all im- 
portant cities and specialize in the 
distribution of imported shoes, al- 
though some large retailers, especial- 
ly department stores, do their own 
importing.” 

In the year ended June 30, 
296,844 leather non- 
leather were imported, of 
which only 4,086 came from the U. S. 
the first half of 1960, however, 
imports from the U. S. totaled 5,731 
pairs. 


located in 


1960, 
pairs of and 


shoes 


In 


© R. C. Anton Co., Inc., St. 
has been appointed sales represent- 
ative for the leather lines of A. H. 
Ross & Sons Co., Chicago, in the 
Tennessee, Missouri and southern 
Illinois territories. The Ross firm 
is the tanner of washable Kleenette 
side upper leather. 


Louis, 


George Kerr to Manage 
Goodyear Shoe Products 
AKRON, O.—George G. Kerr has 
been named general manager of The 
Goodyear Tire & Rubber Co.'s Shoe 
Products division. Formerly general 
sales manager, will now be re- 
sponsible for all phases of division 


he 


GEORGE G. KERR Cc. B. MARKS, JR 


operations, including sales and pro- 
duction. He Frank R 
Evans, who becomes general mana 


succeeds 


ger of the Foam Products division 
Mr. Kerr has been with Goodyear 
since 1927 and in the Shoe Product 
1930 

Mr 
sales manager is Charles B. 
With 
he served most recently as 
of 


division since 
Kerr as general 
Marks, 


1937 


Succeeding 


Jr. the company since 
admin- 
marketing for the New 
Previo 


number of years in the 


istrator 
Products department. 
he spent a 


Shoe Products division 


Edmor Names Production 
Head and Sales Manager 

PHILADELPHIA 
Manufacturing Co., a 
fants’ children’s 
named Singer 
manager and Allen Molder as head 
of production and buying. 

Both are sons-in-law of the com 
pany’s former owner, the late Morris 
Zarrack. Mr. Barrack and his son, 
Jack, sales manager of the firm, were 


Edmor Sh 
maker of 
and shoes, 


as sal 


Law rence 


killed in a plane crash in Boston las 
October. 

Mrs. Barrack, 
Morris, has taken over as president, 
the company has filed for in- 
corporation. 

Mr. Singer, the 
ager, formerly was in charge of sales 
training for the Audio-Products di- 
vision of Radio Corp. of America, 
Camden, N. J. Earlier he did adver- 
tising work in the same division. 

Mr. Molder has been 
with the Edmor firm for 12 years. 


Sylvia widow of 
and 
sales 


new man- 


associated 
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OUR PRICES 
PRODUCE 


FAST SALES 


WOMEN’S & 
CHILDREN’S 
SHOES 
IN NEWEST 
STYLES 


79-81 READE ST., NEW YORK 7, N.Y. 
SHOE co. Phone: WOrth2-5180 





Allied-Saco Appoints 14 
Salesmen for Casual Line 


SACO, ME.—Allied-Saco  Foot- 
wear Corp. has added 14 salesmen to 
its staff in a move to make its Wing 
Dings line of direct-molded-sole, in- 
stock casuals available to a much 
vider market. 

Sales Manager Saul Stein said 
nine of the salesmen will carry non- 
Five 

ther connection now. 

The com- 
panies and their territories are: 


Max Sank (Little Gents’ Footwear 
Corp.), metropolitan New York; Don 
Robertson (Ed White Junior Shoe 
Co.), Wisconsin, lowa, Minnesota, 
North and South Dakota; Richman 
Woolson (Wellbilt Shoe Co.), Florida; 
Mrs. Margaret Gease (Prima Theatri 
cal Footwear, Inc.), Utah, 
Wyoming, Montana and 
Texas; Frank Loeb (Dr. Posner 
Co.), Michigan and Ohio. 

Also Robert Heydt (Texas Boot 
Manufacturing Co.), Indiana and 
Illinois; Joseph Bernstein ( Wellco Shoe 
Corporation), Baltimore, Washington, 
D. C., Virginia, West Virginia and 
Delaware; Morris Gribbon (Radcliffe 
Shoes, Inc.), northern California, 
Washington and Oregon; and David 
Altschuler (Allen Brothers Shoe Co.), 
Connecticut. 


competitive lines. have no 


salesmen, their other 


Colorado, 
northeast 
Shoe 


Also George Hayes, Tennessee, Ken 


tucky, Georgia and Alabama; Lee C. 


DAVID ALTSCHULER RICHMAN WOOLSON 


Februory |, 1961 


‘ 
SAMUEL MESSINGER MERTON LEVIN 


Milazzo, Louisiana, Arkansas, Okla- 
homa and Texas other than northeast 
Texas; Samuel Messinger, Philadelphia 
and surrounding sections: Merton 
Levin, New Jersey and all of Penn- 
sylvania outside of the Philadelphia 
area; and Leon Magazine, Massa- 
chusetts, Rhode Island, New Hamp- 
shire, Vermont and Maine. 


Nick Parker Named VP 
Of D’ Antonio Shoe Corp. 
NEW YORK—Nick Parker, presi- 
dent of Nick Parker-M. Wolf’s Sons, 
women’s high-style firm, has left the 
company after three years as a part- 
ner. On Jan. 23 he joined D’ Antonio 
Shoe Corp., an- 
New York 
high-style house, 


other 
as executive vice- 
president in charge 

of sales. 

Irving Schneir, 
president of D’An- 
Mr. 

Yo rkaor , » ‘4 
Parker will work y 
with the company’s 


tonio, said 


design division. 

Mr. Parker 
tered the manufacturing segment of 
the industry in 1957 after 28 years 
in retailing, including 15 years with 
Neiman-Marcus, Dallas department 
store firm. 


en- NICK PARKER 


Respro-Textileather Sees 
Increasing Sales of Vinyls 

TOLEDO, O.—Officials of the Res- 
pro-Textileather division of The 
General Tire & Rubber Co. say they 
expect sales of vinyls tor footwear 
during 1961. During 
1960, they report, such sales topped 
all previous years. 

“Today many manufacturers of 
even the higher-priced shoes are con- 
some cases 
vinyls for linings because of the in- 
herent advantages of the materials 
as well as the production economies 


to increase 


sidering, and in using, 


that can be realized,” the company 
claims. “‘Another factor contributing 
to the increased interest is the price 
squeeze to which the shoe manufac- 
turer is increasingly subjected by 
imports and higher labor and natural 
material costs.” 


New Pact for Me. Workers 

AUBURN, ME. The 
Shoe Manufacturers Assn. 
independent union known as the 
Lewiston-Auburn Shoeworkers Pro- 
tective Assn. have negotiated a new 
While no 
increase is involved, the pact never- 


Auburn 


and an 


long-term contract. wage 
theless retains certain fringe bene- 
fits already in effect. The 
expires June 1, 1963, but 
for the reopening of wage talks in 
April 1961 and again in 1962. 
Approximately 3,000 workers em- 
shoe 


and two wood heel companies were 


contract 
provides 


ployed by 10 manufacturers 


represented in the negotiations. 


® Ripple Sole Corp., Detroit, has 
been granted its second patent by 
the New Zealand government, ac- 
cording to company President 
Leonard Hack. 
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Tanners Told of Automation Need 


MILWAUKEE—Recent technical 
advancements in tanning processes ; 
the need to recruit a greater num- 
ber of trained young men for tan- 
nery jobs, and mechanization and 
automation were among the topics 
discussed at the 10th Annual Sym- 
posium on Tanning sponsored by 
the Tanners’ Production Club of 
Wisconsin. 

The symposium, held in mid- 
January at the Plankinton House, 
attracted a strong turnout of tan- 
nery executives and key employees 
from all over the Midwest. 

Gerald Baseden of the Du Pont 
Co.; Maynard H. Olson of Minne- 
sota Mining & Manufacturing Co., 
and Dr. P. R. Buechler of Rohm & 
Haas Co., discussed applications of 
newly developed materials to leath- 
er to improve break and scuff re- 
sistance. 


Mechanization? — Keen interest 
was displayed in a talk on “Automa- 
tion and/or Mechanization: For the 
Tannery?” before the engineering 
section of the trade group by Ralph 
French, Barkley & Dexter, Inc. He 
stressed the fact that today’s chang- 
ing times necessitate improvements 


in machinery and methods of tan- 


nery operations. 

“Better materials handling is 
necessary for continued prosperity 
of our tanning industry,’’ Mr. 
French said. “If, through stepped- 
up mechanization and/or automa- 
tion we can cut the cost of any 
plant operation by 50 per cent, that 
could lead to reduction of the cost 
of the finished product by from 1 
to 3 per cent. Such a goal is still 
worth going after.” 


Reduce Manufacturing Costs 
According to Ralph French, “The 
most likely place to look for oppor- 
tunities to reduce tannery costs is 
in the manufacturing process. The 
price of raw materials and supplies 
can be expected to continue up- 
ward.” 

The hunt for techniques leading 
to further mechanization and auto- 
mation in the tanning industry, he 
said, is being spurred by two fac- 
(1) the industry’s need to re- 
in the face of threaten- 
ing foreign competition, and (2) the 
lack of uniformity in the finished 
leathers leaving the tannery. 

O. G. Schwaller of Armour 
Leather Co. chairman of the 
annual symposium. 


tors: 
duce costs 


was 





Trimfoot Factory Addition 
Increases Capacity 33% 

FARMINGTON, MO.—A 12,000- 
sq.-ft. addition dedicated by 
Trimfoot Co. 
pany’s output capacity by one-third. 
John B. Reinhart, Jr., president, said 
the addition will be used entirely for 
finishing operations. 

The plant Trim- 
foot’s Baby Deer line for infants. 


here 


will increase the com- 


manufactures 


Nocona Eliminates Seam 
On Saddle Side of Boots 

NOCONA, TEX.—A 
struction which eliminates the verti- 
cal seam on the saddle side of riding 
boots has been introduced by Nocona 
Boot Co. under the name “Seamless 
Saddle-Side.” 

“Until now, track exercise riders 
have been unable to get good service 
from boots because of the breaking 


new con- 


60 


Six-in. riding boot by Nocona features new 
“Seamless Saddle-Side" construction. 


down of the stitched the 
saddle side,” explained R. S. Lemon, 


seam on 
vice-president and general manager. 
He the new 
away with both the seam that nor- 
mally would rub the saddle, and also 
the inside seam that the 
rider’s leg. 

Nocona is adding this feature to 


said construction does 


could rub 


many of its western-style boots, to 
exercise for track and 
also to a 6-in.-top boot for pleasure 
riders who have preferred jodhpurs. 


boots use, 


Brown Shoe to Erect New 


Plant at Owensville, Mo. 


ST. LOUIS—Brown Shoe Co. will 
build a one-story manufacturing 
plant at Owensville, Mo., to replace 
an existing factory. 

Monte E. Shomaker, 
dent in charge of manufacturing 
and purchasing, said the plant is in 
the planning stage. Construction 
should start next fall, with comple- 
tion scheduled for the early part 
of 1962. 

The present multi-floor factory at 
Owensville will be closed after the 


vice-presi- 


new unit starts production. 

A 10-acre site has been selected 
on Highway 28 leading into Owens- 
ville. Size of the new plant will 
probably approximate that of the 
present Brown Shoe plant at Union, 
Mo., which contains 55,000 square 
feet. The estimates that 
the new 
have a 


company 
will 
1,000 


Owensville factory 
production of 


of women’s 


daily 


pairs shoes 


Needle Toe Introduced 
In Women’s Yacht Shoes 

RANDOLPH, MASS. 
en's yachting shoes now have nee- 
dle This high-fashion last 
has added by the Randolph 
Manufacturing Co., Inc., 
of Randy Boatshus. There are two 
patterns, a oxford and 
a high-tongue step-in. 

The 
retain the sole design which insures 
i safe grip on decks the 
arch cushion insole which is a com- 


Even wom- 


toes. 
been 
to its line 


four-eyelet 


company says these shoes 


wet and 


fort feature in all Randy Boatshus. 
Furthermore, Randolph adds, these 
needle-toe canvas shoes are equally 
They 
range of 


well adapted to use ashore 
are available in a wide 
colors. 

Seeking to promote its entire line 
of men’s, women’s and children’s 
Boatshus for gift the 
company has designed a gift certifi- 
shoe stores 


and marinas where the line is car- 


purposes, 


cate now available at 


ried. 


High-tongue step-in with needle toe. 
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by VIVIAN 


Northwest Travelers Elect 


AT the annual meeting of the 
Northwest Shoe Travelers, Inc., in 
Minneapolis Athletic Club, the fol- 
lowing officers elected for 
1961: 

L. A. Schuster, Nunn-Bush Shoe 
Co., president; Donald Dickey, 
Town & Country Shoes, first 
president; Don A. Menely, Brown 
Shoe Co., second vice-president; 
Paul D. Cook, Blue Star Shoes, Inc., 
Guild Moccasin 
tary -treasurer; and George 
Blackett, Blackett Shoe & 
Co., national director. 

Charles K. Swenson, 
Co., was elected custodian. 


were 


vice- 


{ orp., secre- 


Cc. 
Slipper 


and 


Bronson 
Shoe 


Introducing a President 

“HONESTY 
customers is the prime requisite in 
whether 


in dealing with your 


Suc essful shoe selling, 
from the traveler's angle or the re- 
tailer’s,” says J. Ray Reid, who has 
taken over the president's gavel in 
the Pacific Northwest Shoe Travel- 
headquartered in Seattle. “If 
know the admit 
it and try to find out. Easiest thing 


in the world is to say, ‘I don't know.’ 


ers, 


you don't answers, 


Your customer will respect you for 


it 


Mr 
Wash., 
14 vears he has 
with Selby Arch 


sion of U. S Shoe Corp A 


Reid lived in Bellevue, 


for 


has 
23 years. For the past 
been associated 
Preservers, divi- 
Cincinnati. 
But he is well known in many other 
sections of the country, where he 
has traveled or has been in retail 
shoe business 

Although he covers Washington, 
Oregon, Idaho, Montana, Utah, Col- 
orado, Wyoming and Alaska today, 
at one time he represented his pres- 
the 


traveling from Richmond to 


ent company in southeastern 

U. Se 

New Orleans for five years. 
o o o 


IN 1935, when he 22, Mr. 
Reid had an opportunity to ride to 


California with Williams, 


was 


George 


February |, 1961 


C. ANDERSON 


western traveler for the Fortune- 
Davidson division of General Shoe 
Corp. He in Los Angeles 
and found a job with the Gude’s, 
Inc., When the store 
closed, he took a part-time traveling 
with Mr. Williams and 


stayed 


shoe store. 


also 


job 


J. Ray Reid (left), new president of Pacific 

Northwest Shoe Travelers, with outgoing 

President H. E. McDonald of Acrobat and 
Glendale Shoe Cos., Nashville, Tenn. 


opened up some men’s shoe depart- 
ments for the old Brooks Clothing 
Co 

His first full-time traveling job 
was with Holland- Racine Shoes, 
Holland, Mich. In 1940 Mr. Reid 
leased a men’s shoe department in 
ilif. In 1943 he joined 
serving with an aer- 
resupply group with the para- 
Ninth Troop Carrier, in 
seven campaigns from the invasion 
of Normandy to the end of the war. 

Hobbies? Hunting 
Mr. Reid likes pheasant and quail 
hunting better than big game, and 
he’s never more happy than when 
he has a casting or troll rod in his 
hand, seeking silver and 
trout. Since he’s lucky at horse rac- 


Glendale, C 
the Air Force, 
ial 


troopers, 


and fishing. 


salmon 


ing, it’s his favorite sport; football 
is second. 

His advice to a young man start- 
ing into business? 
opportunity 
for a 


golden 
business 


“There's a 


today in the shoe 


Send contributions to: Mrs. Vivian Anderson, Salesmen on 
the Road Dept., 995 Lombardi Lane, Lakewood 15, Colo. 


young man who wants to apply him- 
self. The 
ness that’s going to be here a long, 
long time. But the average young 
man doesn’t want to do the prepara- 
tory hard work that the profession 
One should have a thor- 
prob- 


shoe business is a busi- 


requires. 
ough knowledge of retailers’ 
lems to become the retailer’s part- 
ner—which a true traveler is.” 


Levine Heads Baltimore 
Al Levine, of International Sea- 
and National 


Cleveland, was 


Trading Corp. 


Rubber Products of 


Way 


elected president of the Associated 
Baltimore 
at a recent breakfast-meeting 
Other officers named for 1961 
Edward Benesch, Natura! Bridge 
Shoes, vice-president; Milton 
Singer, Airtread Genesco 
recording Sam Honigs- 
berg, Cavalier Shoe Polish, corre- 
sponding secretary: Harry Levy, A. 
S. Kreider & Son Co., 
retary, and Harry Kaplan, Ameri- 
can Juniors Shoe Co., treasurer 
Phil Brown, Williams 
and Mr. Honigsberg 
of 
Wellco Shoe Corp., 


Shoe Travelers, Inc., of 


are 


“noes 


secretary ; 


financial sec- 


Shoe Co., 
in charge 
Bernstein, 


sergeant-at- 


are 


publicity, and Joe 


arms. 


Ed Pankau (right), outgoing president of 

West Coast Shoe Travelers, presents Dave 

Klinesmith, executive secretary-treasurer of 

WCSTA, with President's Cup. It's awarded 

annually to the person who has contributed 

the most to the welfare and progress of the 
travelers’ association. 
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e Financial 


Brown Ist-Half Sales 
May Fall Below 1960 


NEW YORK—Brown Shoe 
sales and earnings in the first half 
of fiscal 1961, ending April 30, 
may fall short of 1960’s correspond- 
ing figures, according to Treasurer 
H. B. Hall. He made the disclosure 
stockholders held their annual 
meeting in New York. 

Though wholesale orders are up, 
a December retail upturn failed to 
offset a November decline, Mr. Hall 
said. 

Even if the first six months show 
a decline, however, Brown is hope- 
ful that the year as a whole will 
bring increased sales and earnings. 
In fiscal 1960, ended Oct. 31, the 
company’s profits dipped to $11.1 
million, or $5.96 a share, from $11.6 
million, or $6.34 per share, in fiscal 
59. Sales, however, rose to $295.8 
million from $276.5 million. 

In explaining why earnings were 
jown despite higher sales, Mr. Hall 
several He 


Co.'s 


as 


ited said 


reasons. 


Brown's operating profit in 1959 
was above normal because prices 
were then rising. In 1960, on the 
other hand, the company incurred 
unusual costs in moving into the 
Canadian market, and a second-half 
decline in retail sales hindered new 
retail operations begun by Brown. 


USMC 9-Mo. Volume Up, 
Net Was Down Slightly 

BOSTON—United Shoe Machin- 
ery Corp. and its domestic associ- 
ated companies reported increased 
gross operating income of $75,990,- 
261 for the nine-month period ended 
Nov. 30. This is 6 per cent above 
the $71,555,469 for the 
same period in 1959. 


reported 


Net income applicable to common 
stock also decreased slightly—from 
$6,998,855, or $3.02 per share, in 
1959 to$6,939,541, or $2.99 per share 


°60 Sales 
And Earnings Are Down 
LYNCHBURG, VA.—Craddock- 
Terry Shoe Corp. showed decreases 
in both sales and earnings for 1960, 


Craddock-Terry 





Mode to specifications of official 
drill teams and bands. Top 
quality—made on boot lasts. 


5!/2-8. . .$4.00 

5121—Sizes 8'/2-12. .$4.20 

5122—Sizes 12!/2-3. $4.45 

*5323 (Stitch down) 
Sizes 4-9 

*5323 (Littleway) 
Sizes 4-9 

*Size 10 


511i—Sizes 


$5.40 


$6.25 
..35¢ extra 


in its annual report. 

“Generally, economic conditions 
were not as favorable as had been ex- 
pected,” wrote President Percy N 
Burton. “While merchants enjoyed 
reasonably good business, inventory 
adjustments were made at the retail 
level.” 

The company’s net sales 
$28,265,094, a decline of 7 per cent 
from the 1959 level. Net 
after taxes was $634,770, 
cent drop. 


totaled 


income 


a 27 per 


1960 Sales Rise, Profits 
Decrease at Nunn-Bush 


MILWAUKEE—Nunn-Bush 
Co. reported a slight increase in sales 


Shoe 


but a sharp reduction in earnings 
for 1960. 

Board Chairman J. B 
and President Donald Bartley 
sales amounted to $16,535,046 com 
pared with $16,491,320 in 1959. Net 
$282,689, or $1.53 per 
a decrease of 23 per cent from 
of $365,617, $1.98 a 
1959. 


Buchanan 


said 


profits were 
share, 
earnings 
in 


or 
share, 

The company paid $1 in dividends 
during 1960, 85¢ in 1959 


Keep sales 


A-POPPIN 


SOFT = 


CUSHION INSOLES ° 


The newest in: 


Scott's 


fine line of Quality ill 


No Service 
Chorge for 
Smoll Orders 
Extro Colored 
Tassels, 25¢ pr. 


BERNED SHOE COMPANY 


207 Essex Street, Boston I1, 


Massachusetts 


Tak 


sole, thig new SUE 


at , 
re "ARCH SUPP « R1 


os th side enh feces Leather 
Ladies’ 
STOCK WO. 805 
$18.00 Dozen $205.20 
Write tor Full-Line Scott Catalog 


Sires 


Poirs Gros 


e 


FOOT APPLIANCE CO. 
1701 WEBSTER ST.-OMAHA, NEBR. 
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Where 





JOBS 


JOBS 








Highest Prices Paid 
Complete Shoe Stocks 





IRVIN RUBIN The House of Jobs 


Men's, Women's and Children's 
For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


Will Buy Your Close Outs 
Short Leases Assumed 








e Deaths 


THOMAS A. CARTON, 69, presi- 
dent of Thomas Carton & 
Coshocton, O., retail shoe firm, and 
the first president (and a director) 
of the two-year-old Ohio Shoe Re- 
Assn.; Dec. 29, of a heart 
ailment, after 35 vears in the shoe 


Sons, 


tailers 


business, 


CHARLES H. CONWELL, SR., 
75, a partner in the Manning-Con- 
well Shoe Store, Meriden, Conn., 
since 1917; Jan. 8, in Meriden 


GEORGE E. HENRY, 
owner of a Toledo, O., 


for 50 years until his retirement in 
1954; Jan. 6, in Toledo. 


SR., 86, 


shoe store 


HERBERT L. FIELDS, 49, owner- 
operator of the Kengyle Shop, an 
orthopedic shoe store in Chicago, 
for 20 years until his 1959 retire- 

ent; Jan. 11, in Chicago 


LAWRENCE S. McCOMB, 74, op- 
erator of the McComb Shoe Store 
in Coldwater, Mich., for 20 years, 
and previously a salesman for In- 
ternational Shoe Co.; Jan. 4, in 
Coldwater. Among his survivors is 
a son, James, who was associated 
with him in the business 


JOSEPH PATTI, operator of the 
Perfection Shoe Shop, Buffalo, 
N. Y.; Dee. 26, in Buffalo. He had 
been in partnership with a son, Sol. 


J. HARVEY ATWILL, who re- 
tired several years ago after travel- 
ing the Southeast for J. Rich Foot- 
wear and Belgrade Shoe 
recently, in Florence, S. C. 


Ce. 
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BOX HANDLERS 
WHEN THEY LONG ARM® 


Pick 





me tA ee 


Up 


at the bottom of the tad. "4 
der you will wish you had 

used a Long Arm to reach the shoes on the high 
shelf. Long Arms are quicker, easier, safer. With 
24”, 367, 487, 60” handles, $3.95; with 72” handles, 
$4.95. Postpaid in the USA. Specify handle length 
desired and if for men's or women's boxes. Your 


jobber or 
CARL BEEMAN 
Cedor Heights Rd Stamford, Conn 





CHARLES O. THOMPSON, 45, 
superintendent of the Wall-Streeter 
Shoe Co., North Adams, Mass., for 
four years; Dec. 30, in Grinnell, 
Iowa, after suffering a heart attack 
while visiting Formerly 
he was superintendent of the Hub- 
bard Shoe Co., Knapp 
Bros. Shoe Manufacturing Corp. 


relatives. 


Inc., and 


ISADORE OSMAN, 66, president 
of United Tanners, Inc., Dover, 
N. H., and a veteran of 35 years in 
the leather business; Jan. 1, while 
vacationing in Miami. Among his 
survivors is a son, Seymour, who 
was associated with his father in 
business. 


HOWARD C. ENGLE, 80, manag- 
er of the export department of John 
R. Evans & Co., Camden, N. J., 
tanning firm; Jan. 14, in Philadel- 
phia, after a 60-year 
with the company. 


association 


SANFORD C. KATZ, 44, presi- 
dent of Superior Tanning Co.; Jan. 
9, in Chicago. 





You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 

big stocks of quality 

Branded Footwear 

direct from famous 

brand factories, At 

a Price. 

“While in town see Weil” 


New York Sample Room: 
138 Duane St., NYC 


Quality shoes since ’82 £-™ 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
St. Lovis 3, Missouri 





For Over 46 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Bronds Lowest Prices 


Largest Stocks All Price Ranges 


Stas Fetlanan 











MOSINGER -COHN 


1235 Wos> gton ovis 3. Mo 


MA 1-3363 


JOHN E. DANIELS, 72, founder 
and board chairman of the John 
E. Daniels Leather Co., Boston cut 
sole firm; Dec. 19, in Brookline, 
Mass. He was a former president 
and treasurer of the Boston Boot 
and Shoe Club. 





Personnel 





JOSEPH P. HAYES 
Promoted by Compo 


W. L. H. GRIFFIN 


Elected Director 


Elected... 


W.L. Hadley Griffin, a director of 
St. Louis. He has 
company 


Brown Shoe Co., 
been secretary of the 
since 1954. 

David Frankel, and 

sasurer of American Safety Table 

., Reading, Pa. Frankel, 
chairman of the Harry 
Frankel, Harry C. 
Hunt, executive vice-president. Rob- 
ert Pettit, sales. 
Malcolm Spinrad, Her- 
man Lightman, general manager o* 


the plastics and woodworking divi- 


pres lent 
Louis 
bo ird. 


vice-president. 


vice - president, 


secretary. 


$10n. 


Promoted... 
Edward J. Riley, Jr., from head of 


manufacturing operations for the 
In- 


specialty branches of 


ternational Shoe Co., 


women’s 
St. 
manager of the 
men’s shoe manufac- 
This is a 


Louis, to 
general women’s, 
juvenile 
turing 
created position. 

Gail Williams, from Kansas- 
Nebraska-Dakotas sales representa- 
tive to district sales representative 


and 
newly 


divisions. 


in Colorado, Wyoming and Montana 
for C. H. Hyer & Sons, Inc., Olathe, 
Kan. 


RAY RANDALL 
Represents Ephroto 


GENE PEARCE 


Desco Solesmon 


CHARLES R. ARNOLD 


Viner VP 


ALLAN APOLLON 


Joins Tyer 


Frank E. Nolan, from the quality 
control department to assistant su- 
perintendent for The Stetson Shoe 
Co., South Weymouth, Mass. He 
joined the firm in 1945. 

Joseph P. Hayes, from assistant 
the Chi- 
territories for 


manager of 
Wisconsin 


manager to 
cago and 
Compo Shoe Machinery Corp., Wal- 


tham, Mass. 


Appointed... 


Charles R. Arnold, vice-president 
Viner Bros., 


He continues as 


in charge of sales for 
Inc., Bangor, Me. 
sales manager, stylist and merchan 
dise manager 
Al Scheer, sales 
for Hamilton Shoe Co., 


Mass., 


Carolinas, 


representative 
Inc Fast 
traveling Vir 
and 


Braintree, 
ginia, the 
Alabama 
Allan Apollon, sales representa 
for the Consumer Products di- 


Georgia 


? 1v e 
Andover, 


He lives 


vision of Tver Rubber Co.., 

Mass., Florida 

in Miami 
Mannie Epstein, 


tive for Julius 


covering 
seach. 
sales represents 
Altschul, Inc 
Brooklyn, covering Brooklyn, 
Island and all of 
New York West- 
chester County and the New Jersey 


Long 
Staten Island; 


State north of 


DAVE L. PARKER 


Joins Leverenz 


R. GENE GISH 
Trovels for ISCO 


DAVE HARRIS 
Noemed by Mannequin 


MANNIE EPSTEIN 


Selis for Alfschy 


and Wilkes 


Pennsylvania 


line; and the Scranton 
Barre areas of 
Dave Harris, sales representative 
for Mannequin Inc New 
York, traveling Delaware, Mary! 
Virginia, West 
District of ¢ 


Shoes, 


Virginia and 
olumbia 

Gene Pearce, sales represen 
for 
covering Arkansas, Mississ 


Desco Shoe Corp., 


part of rennessee 

Kenneth F. Frankle, sales 
sentative for W. L. Kreider’ 
Mfg. Co., Inc., Palmyra, Pa., tra‘ 
addition to his 
Wisconsit 


present 


ing Iowa ir 
territory of Illinois and 
He lives in 
Ray Randall, sales 
for Ephrata Shoe Co., In 
Pa., covering western Pen: 
Ohio, Indiana, West 
tucky and Michigan 


Tom Heaster, who 


Chicago 
representative 
. Ephrata, 

inla 
Virginia, Ken 
He 


resigned 


replaces 


Dave L. Parker, sale 
tive for 
gan, Wis.., vering 
ceeds P. J. Fluke. 

Seale A. Moore, sales 
for Allen 
selgium, Wis., traveling the 
He lives in Montgomery, Ala 
He replaces Roy Wellman, who has 
taken over the West Coast 


Leverenz Shoe Co., 


Ohio 


tive Edmonds 


east 


J. SAMUELS, JR. 
Resigns 


WILLIAM ALBIN 
Appointed by Iselin 
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R. Gene Gish, sales representa- 
tive for the Vitality and Vitality 
Wanderlust lines of International 
Shoe Co., St. Louis, covering Colo- 
rado, Utah, Idaho, Wyoming, Mon- 
tana, New Mexico, Arizona, eastern 
Nevada, the E] Paso, Tex., area, and 
Nebraska. He lives in Denver. He 
replaces Harry A. Bindbeutel, who 
resigned. 

William McGee, sales representa- 
tive for Texas Boot Manufacturing 
Co., Inc., Lebanon, Tenn., covering 
Ohio, West Virginia and Kentucky. 
He lives in Columbus, O. 

John F. Mulders, 
sentative for Tony Lama Co., Inc., 
El Paso, Tex., 
tana, Idaho, Wyoming and Alberta, 
Canada. He Englewood, 
Colo. 


sales repre- 


covering Utah, Mon- 
lives in 


Charles E. Tate, sales representa- 
Olson-Stelzer Boot Co., 
Henrietta, Tex., traveling Texas, 
New Mexico and Arizona. He lives 
in Amarillo, Tex. 


tive for 


Bruce Currie, director of manu- 
facturing at the Wakefield, Mass., 
and Hampden, Me., factories of L. 
B. Evans’ Son Co 

Roy F. 


rector for 


Hagedorn, recreation di- 
International Shoe Co., 
St. Louis, succeeding Dean Money- 
maker, who retired. 

Mort Dix, 
men’s and children’s slippers, ten- 


buyer of men’s, wo- 
nis shoes and rubber footwear for 
National New York- 
headquartered chain. 


Shoes, Inc., 


Edward Adelson, display director 
of National 


sponsibility 


Shoes, Inc., with re- 
for planning and exe- 
cuting windows and interiors in the 
182-store chain. 

Frank F. Leonard, Jr., a member 
of the operating board of Gilbert 
Shoe 


Stores, Inc., Columbus, O., 


parent firm of a score of discount 
shoe operations in the Midwest. 

Earl Kay Levy, vice-president for 
sales promotion and advertising at 
Harri Hoffmann Co., Milwaukee 
shoe dressings firm. 

Donald R. Hines, assistant to the 
general sales manager for the Sole 
Leather division of Armour Leather 
Co., Williamsport, Pa. 

John E. Laurie, manager of the 
cut sole factory of Armour Leather 
Co.’s Sole Leather division, succeed- 
ing Mr. Hines. He was formerly 
sales manager of Adams Bros., Inc., 
Pittsfield, N. H. 

Paul B. Flagg, in charge of new- 
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product development at A. K. Salz 
Tannery, Inc., Santa Cruz, Calif. 
He was formerly vice-president in 
charge of production at the Flagg 
Tanning Corp., Milwaukee. 

George H. Phinney, Jr., assistant 
manager of the Haverhill, Mass., 
territory for Compo Shoe Machin- 
ery Corp., succeeding Frank W. Mil- 
ler, who retired. The office handles 
sales and service in northeastern 
Massachusetts and throughout New 
Hampshire. 

Gilbert J. Boulton, 
sentative to Maine and New Hamp- 
shire shoe manufacturers for The 
Linen Thread Co., Inc., Blue Moun- 
tain, Ala. Paul Robey, sales repre- 
sentative to Massachusetts shoe 


sales repre- 


manufacturers. 

Wallace Riggins, Jr., sales repre- 
sentative for Texon, Inc., South 
Hadley Falls, Mass., makers of im- 
pregnated cellulose products for 
the shoe industry. He will cover 
the New York metropolitan area. 

William Albin, credit manager of 
William Iselin & Co., Inc., New York 
factoring firm, serving as 
vice-president. John O'D. Feeks, as- 
sistant credit manager. 


besides 


Resigned... 


Julian Samuels, Jr., from his post 
as vice-president in charge of pro- 
duction for Samuels Shoe Co., St. 
Louis. His future plans were not 
vet made known. 

Quintin E. McCredie, from his 
position as advertising manager of 
Shoe Beloit, Wis. 


Freeman Corp., 


Retiring... 


James D. Chisholm, Sr., from his 
position as sales representative for 
the Daniel Green Co., Dolgeville, 
N. Y., covering Metropolitan New 
York, including Westchester County 
and Long Island, and New Jersey, 
after over Part 
of the time he had covered 
the Philadelphia - Baltimore - Wash- 
ington complex. 

Ernest J. Steinhilber, from his 
position as sales representative for 
Daniel Green Co., traveling Ohio 
and Indiana and, more recently, 
Virginia, West Virginia, Maryland 
and Washington, D. C. 

Wood Frazier, from Compo Shoe 
Machinery Corp., after 15 years as 
manager of the Chicago and Wis- 
consin territories. 


10 years’ service. 


also 


YOUR CUSTOMERS 
NEED... 


CAVALIER 


BOOT CREME 


To protect the fine 
quality leather of the 


75¢ 


shoes you sell 


, 





CAVALIER CO. 
BALTIMORE 30, MD. 
West Coast: Oakland 20, Calif. 








MERCHANTS’ NEEDS 





PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 








VINCENT EDWARDS & CO. 
World's Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
peper ed clipping service and special 


short term trial offer. 


+ Name 


Company 











Wanted to Purchase 





é SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ec 
tien . . . quality men's, 
women's and children's shoes. 


_ oo FOR OVER 46 YEARS 


Ma 1-3363 





MEN'S, WOMEN’S and 
ROL Sat CHILDREN'S SHOES sn on 
79-81 READE ST 


Complete Stocks and NEW YORK 7.N Y 


Stores Solicited 
At All Times. 


YOU GET 


CASH 


” Phone: WOrth 2.5180 











(fermerty Broitmaa-Gefis) 
144 DUANE ST. 
NEW YORK 13, N. Y. 
BE 3-7290 





B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED S 
YOUR NAME PROTECTED #4 


Phone or wire 
collect 


B.& R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 26358 








WE PAY MORE jo -ausc WE ARE RETAILERS 


WE BUY MEN'S, WOMEN’S AND CHILDREN’S BRANDED SHOES 
FOR QUICK ACTION WRITE. PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. 1. NM. Y. 
Max L. Meltrer, Pres lwonkce |-0088 














WILL BUY 


ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children's. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 











WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 65-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 





TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenlizs Avenue 
Usios City, N. J. 
Phone or Wire Collect 


UNion 3-6413 














M. STOFF and CO. 
CASH FOR SHOES 
Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B'dwa New York City 
Tel. 3-0141-2 











KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODPS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Illinois 
Wabash 2-3797 
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Classified and Want Ads 


SALESMEN WANTED SALESMEN WANTED SALESMEN WANTED 














TERRITORIES (1)—MISSOURI-KANSAS 
(2)—ARKANSAS-LOUISIANA 
(3)—TEXAS-OKLAHOMA 
(4)—WASHINGTON-OREGON 


The above territories are being revamped by a Company that sells nationally advertised sport boots and shoes. 
We are looking for smart, hustling salesmen, who have a reputation for selling high-quality merchandise. If 
you have not sold high grade goods, do not reply to this ad. We want a man who can produce immediate 
results, and prefer a straight commission operator with a non-conflicting side line. A full background resume 
will be required, and all replies will be held in strictest confidence. For further detail, write Box 838, Boot 
AND SHOE Recorver, Chestnut and 56th Streets, Philadelphia 39, Pennsylvania. 









































WANTED TO PURCHASE SALESMEN WANTED 

















Pts? G@ALE.... EDDY SALESMAN WANTED 


We're always ready to BUY yoor Large midwest manufacturer of 
* COMPLETE STOCKS * CLOSE-OUTS high styled nationally advertised 

* CANCELLATIONS men's and boys’ dress shoes wants 

GET TOP DOLLAR °* SPOT CASH top man in established north cen- 


Phone or Write EDDY SHOE CO. 132 N. 4th S¢. tral states. Excellent opportunity 
WA 56-9533 or WA 56-3927 Alweys Reliable Phila. 6. Po. for future growth. All replies con- 
fidential. Give full details. 


Reply to Box 837, BOOT & SHOE RECORDER 
SALESMEN WANTED SALESMEN WANTED ee ee 


MEN'S SHOES LEADING FASHION SALES REPRESENTATIVE WELI 
INE, MEDIUM PRICED, ESTABLISHED KNOWN manufacturer of protective plast 
territor southeastern | S. Qualified manu footwear has several territories open for rep 
representatives only write in con sentatives to urry men's, women's & chi en 
talifications and experience boots as sideline Contact H. A. Pollock Peek 
Boor axo Suon Recoapes A-Boot, Inc., 1600 So. Flower, Los Angeles 15, 
56th Streets, Philadelphia 39 California 

















SALESMAN, EXPERIENCED, BETWEEN 
AGES 2840 TO COVER OKLAHOMA AND 
ANSAS with nationally advertised 
en's and boys’ sport and work shoes and boo 
astest selling line in the country Reply t 

£39, Boor ann Snore Recorpver, Chestnut 
6th Streets, Philadelphia 39, Penna 


K 
k 
Box 
& 5 


JUVENILE SHOES SALESMEN WANT 
ED FOR QUALITY LINE PREWELTS 
CEMENTS AND BONWELTS, Stock and 
SALESMAN WANTED for quality Line of makeups Territories open: Oklahoma and CLASSIFIED 
nfante Childret 


s and Misses’ Cement and Texas, Tennessee, Arkansas and Mississippi 


Pre hf - Sh. ws. Reply to Box 741, Boor anp Commission basis, side line no objection. Good ADVERTISING RATES 
Snow Ree ‘ pporty 
lelphia 





apea, Chestnut & Séth Streets, Phila t The Kepner-Scott Shoe Co., Inc., 


a ee Orwigsburg, Pa UNDISPLAYED 
20¢ a word 


ORDER BLANK Minimum (18 words) ..$3.60 


Box number, extra... .$2.40 
BOOT AND SHOE RECORDER 


Your name and address 
Chestnut & 56th Sts. charged at word rate. 
Philadelphia 39, Pa. 


Street number one word 





Here is my want-cod: 


DISPLAYED 
— a $16 per inch 


Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
Name (please print) cans tee publication date. 


Street i NOTICE: 
Enclosed is C Classified Advertising 
Please check if box No. is Wanted [) Is payable in advance 
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INDEX TO 
ADVERTISERS 


This index is published as a convenience. No 
liability is assumed for errors or omissions 


Alden, C. H., Shoe Company .. 31 
Allen-Edmonds 51 
American Chair Company .... 48 
Avon Sole Company .. , 19 


B & R Shoe Company ..... 66 
Baris Shoe Company .59, 66 
Berned Shoe Company . 62 
Blue Star Shoes, Inc. 5 


Brown Shoe Company Front Cover 


Camitta Shoe Co. 66 
Carry-Pack Company, Ltd. .. 57 


Cavalier Co. 


Eby Shoe Corporation 
Eddy Shoe Company 
Edwards, Vincent & Co. 


Foot-So-Port Shoe Company 


Freeman Sho2 Corporatior 


Gaffin, Seth. Shoes, In 

Gardiner Shoe Co., Inc 

Gerberich-Payne Shoe 
pany 


(om 
> 
IACHK 


Hempstead Shoe Company 


Hoy Shoe C 


ll Mfg. Co., Inc., The 
Foot Appliance ¢ 

-raton-Atlantic Hotel 
M., Co 


Topps Shoe Store 


Traister, Oscar, Shoe Co 


United Shoe Machinery C: 


a+ 
ravior 


Vaisey-Bristol Shoe Co. 


Viner Bros., Ince. 


Weil, M. K., 
Wellco Shoe Corporation 


Shoe Co. 


Weyenberg Shoe Manufactur- 
ing Company 


Classified and Want Ads 





SALESMEN WANTED 


POSITION WANTED 








CHOICE TERRITORY 


California territory available 
with large midwest manufac- 
turer. Established volume with 
excellent opportunity for future 
growth. Want top man to carry 
nationally advertised high styled 
line of Men's and Boys’ dress 
shoes. Give full details. All re- 
plies confidential. 

Reply to Box 836, BOOT & SHOE RECORDER 

Chestnut & Séth Sts. Phila. 39, Pa. 








WE NEED SALES REPRESENTA- 
TION FOR AN ESTABLISHED 
NEW ENGLAND territory. Age 
is no factor if you are energetic, 
thorough and can sell quality 
merchandise. Commission and/or 
salary to be arranged according to 
individual and abilities. Replies 

held in strictest confidence. 


Reply to Box 841, BOOT & SHOE RECORDER 
Chestnut & Séth Sts. Phila. 39, Pa. 








TOP MAN WANTED 


Nationally advertised line of 
high styled men’s and boys 
dress shoes has South Central 
territory available for top man. 
Excellent opportunity for future 
growth through large Midwest 
manufacturer. Give full details. 
All replies confidential. 


Reply to Box 835, BOOT & SHOE RECORDER 
Chestnut & Séth Sts. Phila. 39, Pa. 





EUROPEAN SHOE DESIGNER 
PATTERN MAKER WITH 5 - 
PERIENCE IN MEN'S AND CHILDREN’S 
SHOE DESIGNING WISHES POSITION 
AS PATTERN MAKER. Reply to Box 534 
too A Si Kecorper, Chestnut & 
Streets, PI lelphia », Penna 





WANTED TO PURCHASE 
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FOR SALE 











SHOE STORE FOR 
lr FLORIDA COAST 


SUNNY CALIFORNIA. WELL LOCATED 
SHOE STORE AND REPAIR COMB 
. ent alle th . tock of 
Other ts why selling 

Boot axo Suor Recorprer 
Streets, Philadelphia 39, Penr 


GOGD GOING: FOOT so PORT SHO} 
STORE. LN A.CITY OF THREE hundre 
thousan@ yite H. Sage, 1622? Harne 
Omaha, Nebraska 


SIDELINE SALESMEN WTD. 
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MEN AND WOMEN DRES 
GIRLS ORTHOPEDIC WEI 





STORE FOR RENT 


\DWAY GARY 
5 BY 100 SPAS 








FACTORY MANAGEMENT 








HEVERLE and HAY 


i2t North Broad Street 
Philadeciphia, Ta 


Specialists in Leather Saving, cutting 
control, and all shoe management 





problems. 








Boot and Shoe Recorder 





Spectacular Development by NOCONA 


SEAMLESS 
SADDLE-SIDE 


BOON TO S, SMOOTH 
HORSE RIDERS hi 
BREN smoot’ 


SADDLE-SIDE 
SEAMS 
ARE GONE 


One of NOCONA’S Cowboy Boot styles with the SEAM- 
LESS SADDLE-SIDE. The appearance of an inside seam is 
simulated by smooth stitching. 


@ Horse riders on the range and on the track have 
long found the inside seams of boots destructible and 
uncomfortable. Now NOCONA BOOTS have the an- 
swers to both problems in their new SEAMLESS SAD- 
DLE-SIDE . . . one-piece construction completely 
smooth on the saddle side. No seam to rub the saddle 

. no inside seam to rub your leg. The only vertical 
seam in the top construction is on the side away from 
the saddle. 


NOCONA SEAMLESS SADDLE-SIDE is available in 
several western styles and in our exercise model of the 
world-famous NOCONA BOOTS, made and guaran- 
teed since 1925 only by 


NOCONA BOOT CO., INC. 
ENID JUSTIN, President #% NOCONA, TEXAS 


The NOCONA SEAMLESS SADDLE-SIDE shows itself on this 
number for use on the track. Note the completely smooth 
saddle-side construction. 


COPYRIGHT 1961 NOCONA BOOT CO inc 





2455—ANTIQUE BROWN 
2452—BLACK 


2409——-ANTIQUE BROWN 
2407-—BLACK 


2401—ANTIQUE BROWN 
GC-9—BLACK 


2242—ANTIQUE BROWN 
2241—BLACK 


Be ready for Easter with 


THESE FOUR DRESS-UP STYLES 


BY GERBERICH—THE BALANCED LINE 


Get your Easter selling off to an early start with these 

| four styles. They're typical of Gerberich's new and 
faster Spring and Summer line. In-Stock to Gerberich 

————— oe eta, 


Dealers, in Youths’, Boys’ and Big Boys’ size runs. 


% 


; touch GERBERICH-PAYNE SHOE COMPANY - MOUNT JOY, PENNSYLVANIA 


(7 GOLD COIN 





